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One billion dollars 
;|in new purchasing 
ower has moved 
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'|...since June, 1951 


There are 226,115 more families 
on “McCall Street” today than 


7 there were a year ago. The 
rie: average family income is $4,653." 
es | 


Multiply! You get $1,052,113,095. 


That’s the extra buying power 
produced by just one year’s 
increase in McCall’s circulation. 


Month after month since November, 1950, McCall’s circulation 
has shown a gain over the same month of the preceding year...a record 
of 23 consecutive months of circulation growth. 


Why the steady growth? ‘ ye 


Women like McCall’s. McCall’s talks a woman’s language... gives her the 
IDEAS she needs to buy for her home and family. 


What do advertisers think of this? 


Advertisers are currently investing more dollars in McCall’s than ever before 
in our history! 
*Starch Consumer Magazine Report, 1951 


OVER 4,200,000 ABC CIRCULATION 
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put 


more 
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promotion* 


With sales promotion costs zooming 
sky-high, you've got to invest your pro- 
motional dollars with less risk, with 
more successful results than ever. 

For powerful, market-wise ideas to 
spark an aggressive sales campaign— 
for cost-cutting efficiency in reproduc- 
tion and mailing of your sales promo- 
tion materials, call James Gray, Inc. 
Thirty-three years of experience, teamed 
with complete facilities for lithography, 
printing and mailing, make the James 
Gray organization a helpful partner in 
any sales promotion campaign. 

Phone MUrray Hill 2-9000 to have a 
representative call—without obligation. 

*Ask us how we've helped R.K.O. 
Radio Pictures improve its own sales 
promotion program. 
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216 East 45th Street New York 17,N.Y. 
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ADVERTISING 


Airmaid Hosiery Salesmen Select 
Their Own Advertising Media 


A dangerous policy? It hasn’t turned out to be so for this 
manufacturer whose nylons sell exclusively through retail 
drug stores. The men have a personal and direct interest in 
proving judgment, seeing that “their” advertising pays. 

By M. M. Donosky, President, Airmaid Hosiery Mills ...... 


ADVERTISING MEDIA 


How Dealers Capitalize 
On Your Publicity 


Detectron’s Geiger counters showed up only in the photographs 
in a Saturday Evening Post article on finding mining fortunes 
in the hills. Twentieth-century prospectors—many of them 
hobbyists—flocked to the company’s dealers—and bought. 


DISTRIBUTION 


New in the Distribution Scheme: 
The Ethical Drug Jobber 


These houses, serving pharmacists, meet the need for a faster 
service than the standard drug jobber can render. 
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EMPLOYE RELATIONS 


When Customer Relations Suffer 
From "Inside" Employe Neglect 


Unadjusted grievances . . . substandard housekeeping . . . 
slips on quality control . . . can sap the strength of a com- 
pany’s sales relationships. Bausch & Lomb finds a way to make 
all service people a part of the sales team. 

By Roy Marks, Manager, Affiliated Distribution, Bausch & 
NE Ed oie atin de ce aves. bcsnaee eek be ewns ces 


FARM MARKET 


Farm Market Sales Tactics 
That Leave Quotas Far Behind 


Systematic promotion to farmers, individually and in groups, 
of the benefits of electrical living, lifts average kilowatt-hour 
consumption per farm from 1,810 in 1945 to an estimated 
4,249 for 1952 for Pennsylvania Power & Light Co. ...... 


GENERAL 
Until Ike Takes Over 


Washington bureaucrats are treading water . . . civil service 
employes are serene ... and the Bureau of Foreign and Do- 
mestic Commerce recalls it was founded by Hoover. Some 
department people are bustling with new plans. 

By Jerome Shoenfeld, Washington Editor ................- 
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ERSHIP 


Ways to Show Salesmen 
i‘re the Man to Be Their Boss 


No manager of salesmen ever inspired better-than-competition 
selling unless he sold his salesmen the idea they would be 
successful under his leadership, his guidance, his manage- 
nent. Have you made this No. 1 sale? 

By William J. Tobin 2.2... .cccccccscccessevccsesveenereees 


Mo iPQOWER 


iow Brown & Bigelow Recruits 
New Salesman and Gets Him Started 


Leads on qualified manpower come from the companys own 
salesmen, from organizations, from newspaper advertising, 
and from the firm’s customers. Screening is done according 
to plan, early training handled by training supervisors. 
By R. E. Kranhold, Vice-President, Brown & Bigelow ...... 


MARKET DEVELOPMENT 


"Bring a Barrel of Your Material .. . 
We'll Tell You If It's Pumpable” 


Specifically, Alemite offers skeptics the opportunity to see for 
themselves if the new Versatal pump will handle their sticky 
and heavy raw materials. Many are prospects, but the com- 
pany is concentrating on the baking industry. 

By Damond P. Woodlee, Sales Manager, Versatal Equipment 
Division, Alemite, Division of Stewart-Warner Corp. ...... 


SALES POLICIES 


10 Ways to Avoid Costly Headaches 
When You Market Abroad 


American management is well aware of similar pitfalls in 
domestic selling, but pressure of time, lack of adequate per- 
sonnel, and unreliability of some data can end in frustration, 
loss of market opportunities, and profits. 

By Russell F. Anderson, Director, Overseas Business Services, 
MetGraw-Fill International Corp. « ... 6. . 006 aciaces es tciee ees 


SALES TRAINING 


How to Teach Salesmen 
Comebacks to Objections 


They are hungry for words and expressions which apply to 
their products and to their kinds of prospects. Your senior 
salesmen use them every day. Eskay Carpet draws them out 
for all salesmen with a simple contest. 

By W. C. Dorr, W. C. Dorr Associates, Sales Consultants .. 
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PRODUCT 
FINDING 


“EN ALWAYS PUTS ME IN A MOOD TO BUY” 


Can a publication create 

a buying climate? 

Yes, if it picks the right buying audience 
and publishes nothing but buying news 
and information! 

Of all the interesting material a paper 
may publish: methods, personalities, 
market prices, inspiration, product 
descriptions; ‘only product information 
focusses attention on purchasing. 
Industrial Equipment News is as func- 
tional as a steel girder. And its sole 
function is better buymanship. 

Every line of editorial, every line of ad- 
vertising in IEN, is good for selling 
because published and read exclusively 
for buying. 

The buying atmosphere which IEN cre- 
ates in the readers’ thought prompts two 
kinds of buying action: 

1. The Product Finding Index on the front 
cover takes the buyer at once to the prod- 
ucts he knows he needs. 

2. 1,100 plus product descriptions suggest 
many other products ...some brand new 
... which he recognizes the need of when 
he sees them. 

The right buying audience too! 
Through IEN you reach the RIGHT PEOPLE 
... qualified specifiers and buyers. 

In the RIGHT PLANTS ... largest and fastest 
growing plants in all industries. 

At the RIGHT TIME . .. when buyers and spe- 
cifiers are checking INDUSTRIAL 
EQUIPMENT NEWS for industrial 
equipment news. 

At the RIGHT COST. . . $150 to $160 a month 
for nation-wide, all-industry standard 
space unit saturation. 


TO HELP YOU" SELL, ASK FOR: 


The JEN Plan 

How to write ao product 
news release 

How to prepare the- most 
productive ads 

How to cash in on inquiries 
NIAA Report 


CCA Audit 


Industrial 
Equipment (|) 
News 


Thomas Publishing Company 
46) Eighth Avenue, New York ] 


Here’s How 


HIB BEYSOWENSSEORD 
Put Wings on a 786-Mile-Long 
penne Line... 


(4 

a THIS ASSEMBLY LINE STARTS 
AT NILES, MICH., AND ENDS ON 
LONG ISLAND —7&6 MILES AWAY. 


LET’S HAVE A LOOKSEE. 


BUT CAN L-0-F OPERATE OVER THIS 
DISTANCE WITHOUT DISRUPTING 
THEIR CUSTOMER’S PRODUCTION 

SCHEDULE? 


SURE! THE COMPONENTS ARE TRUCKED 
IN EACH DAY FROM NILES. THE SAME DAY 
L-0-F ASSEMBLES AND PACKAGES THE FINISHED 
PRODUCT HERE IN TOLEDO. THEN WE 


TONIGHT THAT LOAD WILL 
BE IN LONG ISLAND. WE’VE BEEN 
DOING IT REGULARLY FOR MONTHS. 


i 
. oe Write for ‘THE AIR FREIGHT WAY TO 
-. ararnteest: * LOWER COSTS AND BETTER SERVICE’ 
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Nothing beats being in the know in your own neigh- 
wood borhood. That’s the enviable position distributors and 
their salesmen play in the local business picture. They 
know plants, they know what they make, they know 
the materials they use, they know the personnel. When 
ENT): they start out to sell they approach the market with 


Tit : ee 
"A knowledge of the local trade. Having distributors and 
distributor salesmen as a part of your selling organ- 
ization is a direct approach to your source of business. 
4 Bill 
sbury ° : 
tman Once they are part of your organization keep them 
7 as well informed as your own salesmen .. . treat them 
wore like your own sales force. With cooperation they will 
rpor- get results! 
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er 
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Chuck Wagon King 

One day last June, the Old West moved in on Washington, D.( 
Walter Jetton and his cooking crew rolled up from Ft. Worth in 
motorized chuck wagon, filled with 2,000 lbs. of prime Texas ste« 


and other genuwine western grub. They staged a rootin’, tooti: 


outdoor barbecue for 1,500 hands—members and guests at the Texas 
JAN State Society's annual get-together. 
. But, pardner, far bigger outfits than that have been fed by Walte 


Jetton’s Chuck Wagon Service of Ft. Worth, Tex. Outdoors, Jetton 
has catered for as many as 5,000 at a clip: example, the 1951 High 
way Celebration at Magnolia, Ark. In 1952 he served a seated ban- 
quet for +,000 National Jaycees in the Automobile Exhibit Building, a 
State Fair grounds, Dallas. ys 
to 
During 1952, Jetton Chuck Wagons traveled Texas and 10 othe: 
states to business conventions, cattle sales and cowboy reunions, church oi 
gatherings, political rallies and the like. Meals served ran into mil- ts 
¥& Another great oppor- lions of dollars. A 
tunity for advertisers One motorized chuck wagon — actually a food warehouse on pr 
wheels—will take care of 2,000 people. All 11 Jetton trucks can be of 
to make more refrigerated, and + have wood-burning barbecue pits. Barbecue can 
JERSEY MONEY... be cooked right under the blissfully sniffing noses of an assembly. 
pe 
with the income- Walter Jetton’s catering success has been built by authentic west- 20 
pulling power cf ern cookery, quick-on-the-draw service, and showmanship. Take that uf 
Washington affair. While wagon wheels rolled across macadamized we 
New Jersey's great highways toward the capital, inside the Jetton chuck wagon’s trailer. ra 
HOME Newspaper, The choice cuts of beef cooked to toothsome tenderness over a wood it 
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O'Mara and Ormsbee, Inc. 
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THAT'S WALTER . . . second from left. With him are three of his key cate: 


; men. That's one of their trucks—loaded with good Texas chow. 
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1 Corporation... 


25 Separate Manufacturers... 
185 Different Products... 


Could AZL profit — 
from a SINGLE advertising campaign? 


SURVEYS of fewer than 10 
years ago showed this corporation 
to be little known to the public. 

Its very name was confused with 
others of similar sound. Most of 
its products were components, hid- 
den in other manufacturers” final 
products by the time they came 
off the assembly line. 


FOR YEARS, TOUGH KAHNS GRASS HAS BEEN STEALING CENTRAL 
INDIAS GRAINLAND. TODAY THAT LAND, WITH ITS RICH 20~ FOOT 
TOPSOIL , IS BEING RECAPTURED. POWERFUL 


N' 
HEAVY-DUTY CLUTCHES FROM BORG~ WARNER'S 
LONG MANUFACTURING COMPANY. 


Could a way be found to get 
people to know and appreciate that 
25 divisions and subsidiaries man- 
ufacturing 185 different products 
were al] part of this parent corpo- 

. ration—Borg-Warner—and_prof- 
ited by being a part? 


THE X-5, WITH WINGS 
STRAIGHT FOR GREATER 


' 
! 
Attracting a mass audience! TRANS- SONIC FLIGHT. AT EVERY FLIGHT 
LEVEL AND SPEED, UNFAILING FUEL 
FLOW TO THE X-5'S ENGINE (S ASSURED 
BY A SPECIAL PUMP FROM 
BORG - WARNER'S PESCO. 


Under one banner! Acceptance is being achieved for a diversity of products. 


these products—all under the banner 
of Borg-Warner—was developed by 


use of Ripley’s “Believe It or Not!’ 


Beli 
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it or not—each advertise- 
this institutional campaign 


ibout twice the audience, on the 


of any other appearing in the 
e with it. Since the series 
n 1948, each advertisement 
1 presented to an audience of 
mately 25 million. 


y, the corporation is held in 
igly high regard in financial, 
.cturing and consumer fields: 


Automobile mechanics have been in- 
fluenced to feel they must use Borg- 
Warner parts for replacement. Con- 
tracts totaling millions of dollars have 
been secured more readily when it 
became known that a division or sub- 
sidiary was a part of Borg-Warner. 


Winning mass acceptance! 


By finding a way to convey the ad- 
vances and advantages of these com- 


ponents, Borg-Warner’s advertising 
has created a wide understanding and 
acceptance for each of its divisions— 
and has done so at nominal cost per 
thousand readers reached. 


Can the far-reaching benefits of 
advertising be better utilized in your 
behalf, too? 


We'd be glad to talk with you about 
it. Just call or write to us. 


sbile makers who traditionally 
mention their suppliers now 
acknowledge the contribu- 
3org-Warner to their product. 


J. WALTER THOMPSON COMPANY | 


420 Lexington Avenue, New York 17, N. Y. 


An irresistibly dramatic, non-tech- 
nical way to show the almost un- 
believable contributions made by 
j did n 
| prouc 

tion o New York, Chicago, Detroit, San Francisco, Los Angeles, Seattle, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, 
Sao Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, 


Port Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne. 


burning barbecue pit. When the chuck wagon reached destinati: 
Jetton said ‘““Come and get it” to the Texas Society—right at t 
minute he’d promised. And lip-smacking Texans exclaimed, “Bx 
that’s barbecue!’ [For the meat’s savory juices had been caught in 
“trap” during cooking, then cunningly blended with vinegar a: 
sundry spices, and poured back over the barbecue to give it the fi: 
western flavor. | 


As to showmanship,—though Walter Jetton had merely contract: 
to cater, he couldn’t resist adding touches of atmosphere. For instan 
a crudely lettered sheriff's notice offered, “Reward, ded or allive,” fi 
a certain “dangeruz hombre” (prominent in the Texas Society), ai 
urged readers to “shoot fust and azk queztions later.” A “To 
Connally Barber Shop” sign got laughs from Texans, familiar wit 
the flowing locks of their senior senator. 


of 


Jetton has helped even churches to discover the value of showmai 

ship—plus good food. In Wichita Falls, Tex., a large church pri 

two eities sents its annual prospective budget to members at a Wednesday night 
. 4 meeting. The occasion is handled western style, and ballyhooed 

“Jetton will be here with his barbecue!” On the big night, cowboy, 

costumes and Jetton food put 1,500 members in a generous mood. 


After 20 weeks study in two ; 

: Menus and prices are graduated according to type of gathering. 
Burgoyne test cities ... our “We usually ask what budget has been set up for meals, then plan 
accordingly,” Jetton explains. A butcher in the back end of a small 
grocery up to a few years ago, he has built his reputation around bai 
more of the market than he had. becue. But he offers plenty of other mouth-watering things. A back 
to-the-farm menu features fried chicken, green beans, and pies home 
baked with real butter and pure cane sugar. 


client knew how to get a third 


Burgoyne’s answer: push the 


new product nationally! , 
Walter isn’t spreading himself too thin on his chuck wagon busi- 
ness. He also has a grocery store and a small cafeteria of his own 
Furthermore, he caters to two large cafeterias in Fort Worth. His 
drug manufacturers have been food is good. Being an old hand at eating, we accepted Jetton’s kind 
offer of some of his chow and admit that it went down right easy. 
using Burgoyne store panels. | Walter is a conscientious, accurate sort of fellow. He gets a little 
riled up about the way some caterers stretch their volume figures. He 
has a tendency to underestimate sometimes. 


For years leading grocery and 


They determine success proba- 


bility of new sales programs. 


Jetton foods come in wide variety. However, if anybody shoots ‘em 
up after a Jetton feast, he does it on his own likker—for Walte: 


Have us evaluate your sales Jetton never serves hard drinks. 


problem by over-the-counter ; 
“But far as we know, we have the biggest outdoor catering service 


sales. in the country!” he grins with typical Texas modesty. 


Write for Burgoyne’s October 
Data File .. . for 1953 planners. 
Facts on 15 representative test 
city panels such as Canton, 


Peoria and Cedar Rapids. 


TYPICAL . . . of Walter Jetton's operations is this outdoor barbecue at Northwo~ 4s 
Ranch. ‘All the host has to do, when Walter's catering, is eat! 
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Memo on Private Enterprise 


this issue (page 30) SALES MANAGEMENT carries the second 
of two feature articles on the sales operation of the Pennsylvania 
Power & Light Co. The first, dealing with the company’s program 
for selling industrial power, appeared November 10. The current one 
describes the remarkable job the company is doing in selling farm 
electrification. 


Penn Power resents, and righteously, being called a “monopoly.” 
Its officers point out that while its competition is indirect in the sense 
that it comes from other industries (gas, oil, coal), it still has compe- 
tition, and plenty of it. But proponents of government ownership of 


power facilities still talk of power’s monopoly status. 


Penn Power has built its defense against the pressures in favor of 
public ownership by intensive creative salesmanship and by demon- 
stration of its conscientious feeling of responsibility for unselfish types 
of community service. If every other’privately owned power company 
in the U.S. matched it in sales and public relations skills, the demand 
for socialization of power would languish and die because it would 
have nothing to feed upon. 


Unless, for a reason, someone willfully refuses to see it, observation 
of creative selling in action in a company like Penn Power is the 
most convincing demonstration that salesmanship is the force behind 
our continuously rising standard of living. We do not remind the 
outside world, often enough, that we live in a “‘forced-draft” econ- 
omy. We do not attain a higher standard of living because we make 
a little more goods and people come to the shipping platform and 
take it away. We attain it because salesmanship reveals new needs 


id stimulates new wants and provides the means for fulfilling them. 


To an unbeliever we say this: If all a community really needs is 
some generators and some wires, how does it happen that 28 counties 
in Pennsylvania have a 53% saturation of farm freezers when the 
national average is 16% ? You know the answer. And so do we. 


A Dim, Religious Light" 


Not long ago we were deposited late at night, against both our will 
our intentions, at the Detroit airport. Chicago was closed in with 
ea-soup fog. It was too late for rail transportation, and the hotels 
e crammed with conventioneers. We wound up sleeping in a 
sman’s sample room. It was a dreary experience. 


We thought about this the other day, when we read in the Times, 
‘ttle story about what the Frank H. Lee Co. is doing to encourage 
salesmen to make their hotel display setups of men’s hats more 
active. 


Lee’s Vice-President Emanuel Korchnoy, according to the story, 
ke of the “dim, uninspired” rooms the average commercial hotel 
ers to salesmen for sample-showings. He described them as “dull 
| drab, with tired wallpaper, faded draperies, and poorly shaded 
‘ndows for backdrop.” 

MBER 
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hhis DEALER'S 


‘903 DODGE A 
pulled 1200 
ind Days! 


HETFIELD-QUEENAN, St. Paul 
Dodge dealer and one of the 
Northwest's largest, knew that 
the '53 Dodge 4-color, full 
page announcement ad in the 
St. : Paul Dispatch - Pioneer 
Press was going to create tre- 
mendous consumer interest so 
they tied in with a_ large, 
newsy ad of their own. Let 
Harold Queenan, president, 
tell you what happened in his 
own words: 


"The 12,000 visitors to our 
showroom in 3 days time was 
the greatest response we have 
ever had in our entire Dodge 
dealership history.” 


Kate la 


PRESIDENT, - HETFIELD—QUEENAN 


NEWSPAPER 
ADVERTISING SELLS 


St Paul, Disputes; 


A RIDOER NEW APER 


RIDDER * JOHNS, INC. — REPRESENTATIVES 
NEW YORK ¢ GHICAGO © DETROIT 


Of this we can be sure—in many cases the men running 
metalworking plants in 1960 will not be the same men 
who are running them today. A recent study of Erie, 
Pennsylvania, revealed that, in just 3 vears, 56% of the 
companies had placed new men in one or more top 
positions. Imagine the high percentage of turnover 
by 1960! 


These new men will be mighty important people —quite 
a bit more important than their predecessors of the 
1950’s. Why? Because they will be responsible for 
operating a metalworking industry perhaps half again 
as large as it is today ... supplying an ever increasing 
demand generated by 18,000,000 more consumers in an 
economy which has expanded from a gross national 
product of $321 billion to $400 billion or more. 


These new men will be very important people for still 
another reason—they will be making the buying deci- 
sions. They will be deciding whether your product or 
your competitor’s is going to be used. Your success in 
selling to metalworking in the 1960’s depends upon the 
extent to which these men are favorably impressed with 


your company and your products. 


Who will be running the metalworking 
plants of 1960? 


But how can you reach them—how can you g°t you; 
story across— when you don’t even know who they are? 


The answer is easy —but time is short. The men who 
will head the metalworking industry ten years from now 
are. almost without exception, working their way for- 
ward in lesser positions in metalworking today. But 
more important than that—essentially every one of them 
is an interested reader of several industrial publications. 
Every study ever made among leaders of industry 
proves this. 


Your advertising to metalworking men today is insuring 
your share in the tremendously expanded markets of 
the 1960’s. The position vou hold then will reflect the 
effectiveness of the job your company did in 1952... 
and 1955... and 1958. 


Penton publications have developed considerable 
marketing information which may help you ir your 
long range planning. If vou would like to stucy the 
progress of any segment of the metalworking in: ustr) 
or to analyze data bearing on future sales goal. we'll 
be glad to hear from you. 


vt DENTON E385 
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Ve think Mr. Korchnoy has put his finger on a blind spot in hotel 
‘handising. 


pparently the hotel folks think of sample rooms solely as “‘space.”’ 
; any one of them looked upon the sample room for what it is, 
-d in a decorator who knows display problems, then tried to ar- 
ge these rooms, paint them and furnish them for the specific pur- 
‘for which they are used? If anyone has done so, he’s kept pretty 
t about it. 


Che attractiveness of merchandise can be enormously enhanced if 
t merchandise has the right setting . . . good backgrounds, good 
iting, well-arranged space. Since salesmen are steady customers for 
;d commercial hotels, shouldn’t these houses be giving the boys— 
| the companies they represent—a better break? Or do they still 
ve such a high percentage of occupancy that they're not interested 


new business ? 


Rough on the "Brass Works" 


Head table guests are a standard feature of most every luncheon 


meeting and business banquet. Presumably, the program committee 
feels that the “brass works” lends dignity and interest to the group. 
Why, then, do head table guests often have to take such a beating 
from the meeting chairman? 


We all know the chairman, who, as he goes about introducing the 


guests, asks each to rise but for the audience to withhold its applause 
until all have been named. Invariably, the first guest gets the silent 
treatment, but it’s bound to happen that succeeding guests will be 
accorded a scattering of handclaps, much to the embarrassment of 
the chairman and of the first guest. 


We suggest: introduce the head table and let the audience do what 


it wants about applause. 


Then there’s the meeting chairman who announces “Our meeting 


is running late, so we'll have to hurry through the introductions of 
the head table guests.” Why introduce them individually if you 
haven’t time to do it graciously? It’s just sheer bad manners to treat 
guests so boorishly. 


We suggest: put the names, titles and companies of your guests on 


your program in the order in which they are seated at the dais. In 
doing so, you treat your guests with dignity, and you make it far 


asier for the audience to identify them. 


Your success in being a host is made up of the small things you do 
-or don’t do. 


Advice for Ike 


We’re not going to help Eisenhower pick the cabinet by suggesting 
candidate for Secretary of Commerce. (Incidentally, it’s a very good 
et that the new Secretary will be one of the distribution-minded 
-aders of the Committee for Economic Development.) But Eisen- 
ower will have to bone up quickly on business problems. We'd like 
9 suggest that he add a few business papers to his daily reading. 


Habitually, Presidents proclaim that they look at the New York 
ind Washington papers. In 1948 and again in 1952 President Tru- 
nan made news by quoting the Wall Street Journal. 


Most of the heads of American corporations have gleaned much of 
heir information on current conditions by following both general 
nanagement and business publications. Wouldn’t Ike benefit too? 
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AT ONCE 


FOR DELIVERY 
During the Coming Year 


52,000,000 ,000 


in RAW MATERIALS, PARTS 
CONTAINERS and SUPPLIES 


200,000,000 


in MOTOR TRUCKS 
and SUPPLIES 


00,000,000 


in BAKERY MACHINERY 


Will Pay Regular Prices 


We buy over 50 kinds of food in- 
gredients; also most every item 
used in mechanized production and 
distribution. Cut yourself a slice of 
our market . .. call a BAKING 
INDUSTRY representative now. 

This advertisement sponsored by the bakers 
who read BAKING INDUSTRY, representing 


92% of the buying power of the Baking 
Industry 


15,197 « 


More bakers subscribe for BAKING INDUSTRY 
than for any other bakery magazine. 


BAKING INDI, 


q D SINCE 1887 
an aber 


105 W. ADAMS ST., CHICAGO 3 


Our 25th 


Annual Review Number 


Out March 31, 1953 


What They Say: These Annual Review Numbers have become a 


“Congratulations! Your 1952 Annual fixture with people who work the Southern adver- 
Review Number of Southern Advertising tising field. Listing more than 6,000 advertising 
and Publishing is very well done”... = accounts—local, regional, and national—the enor- 
Laura D. Baker, Lewis Edwin Ryan, : mous amount of work required to keep uptodate 
Washington. re 


never ends. Also a list of Southern advertising agen- 
. cies, representative offices, (radio, magazine, news- 
“After looking over your 24th Annual : paper) and review of the year’s production. 

teview Number, I would like to compli- : 

ment you and your associates most 
cordially on one of the best numbers you 


have published at any time”. . . Frank But this is the only complete and annually revised 
G. Huntress, Publisher, San Antonio : 


Sanscen nal Bveninn Hows, list of Southern advertisers and, as quoted on this 

page, many active advertising executives keep it 

constantly within reach. One such executive wrote 

Wii Fong - — » Ege eo a s “Not only do we find the monthly magazine of 
onl. taler to tk ce Set ee”. extreme value, but we ‘live by’ the Annual.” 


Sloane McCauley, Megr., The Branham 
Co., Dallas Office. a 


HA 


* Forms will close shortly after March 1. Rates: 
“T need this list of agencies and adver- $200, full page; $150, 2/3 page; $120, half; $100, 


tisers in the Southern States. If the third; $80, fourth. Color $45 extra. 


price does not exceed $15 please send it 
to this office”... James A. Anderson, 
Memphis. + 


« Southern Advertising and Publishing ‘is now in 
This 1059 Annes) Review Number is its 28th year of successful publication. Covering the 
what I consider an outstanding achieve- region from and inclusive of Maryland to Oklahoma 
ment in Southern trade publishing”. . . and Texas, we can carry your message to more than 


Ernest Camp, Acme Advertising Agency. 2,000 advertising executives that control the vast 


* budgets of Southern advertisers—more than $300, 
“My heartiest congratulations on this 000,000 annually. In the words of one man who 


year’s Annual—the best yet”... Ted has worked this field for more than 25 years, these 

Kincaid, Pathfinder. accounts are scattered from “Hell to Breakfast” but 
‘ we have their range and we hit them hard with this 

“This is a real compendium of informa- big 200 page issue. 

tion regarding who’s who and what’s 

what in Southern advertising. The cur- ® * 


rent issue is the best yet”. . . Robert 
Barr, Advertising Manager, Tomlinson “ 
of High Point. Reserve your space now. 


a Advertising oe P ublishing 


75 Third St., N.W., Atlanta — Vernon 6646 


Ernest H. Abernethy, President 


Garland B. Porter, General Manage 
One of 9 Abernethy Publications 
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IGNIFICANT TRENDS 


As seon by the Editor of Sales Management for the period ending December |, 1952 


WHE! — WE STAND 


Here s the basic picture, as compiled by the Research 
Institute of America: 


1952 1940 1932 
(in billions) 


Tota! national output $341.3 $100.5 $58.3 


Personal income 265.4 78.3 49.3 
Personal savings 16.9 3.7 —1.4 
Consumer credit 21.7 7.0 N.A. 


ln most areas of industry the civilian economy is cur- 
rently operating far below potential capacity. In the fol- 
lowing table, prepared by Prentice-Hall, Inc., physical 
units of output, rather than dollar figures, have been 
converted into index numbers, with the performance 
just before Korea, in June 1950, taken as 100. 


1953 
Post-war Latest vs. 
High Level 1952 
Automobiles 100 68 Up 
Refrigerators 104 48 Down 
Home freezers 160 145 Even 
Washing machines 132 77 Down 
Dryers 258 256 Up 
Stoves 115 64 Down 
TV sets 152 141 Even 
Room air conditioners 167 167 Up 
Furniture 104 93 Down 
Carpets 109 $8 Down 
Textiles & clothing 114 101 Even 
Leather 128 110 Even 
Food products, mfd. 102 100 Up 
Alcoholic beverages 135 82 Up 
Tcbacco products 116 109 Up 
Housing starts 106 74 Down 
Commercial construction 178 88 Up 
Public, except military 121 110 Up 
Prentice-Hall, Inc., interprets these figures in this way: 
‘To keep high level employment and utilize increased 
capac ty in the face of leveling-out military requirements 
and «eclining capital goods and foreign demand, sales of 
civil products will have to be increased substantially 
tow capacity, starting in 1954. Fortunately, in 1953 
the «mount of increase in civilian activity required: will 
be les than in 1954 and thereafter—since the drop in 
milit ry and capital goods spending will only just have 
starte |. Therefore, for 1953 as a whole, there is a good 
chai that most of the gradual decline in capital and 
milit y goods will be offset by spending increases in some 
civil a lines.” Their forecast for 1953 is indicated in 


the c.iumn at the right. 

Ir the meantime, look for another record-breaker in 
re mas dollar sales. See.High Spot Cities, page 112, 
this ue. 


DEC=MBER 1, 1952 


ADVERTISING MAY BE FORGOTTEN, BUT 


We're late in getting around to reading all the splendid 
speeches made at the Boston Conference on Distribution. 
Alfred Politz, who is somewhat of a heretic in the mar- 
ket research field, exploded a few bombshells: 


“A fallacy which must be recognized is the belief that mar- 
keting research exists to find cut what the consumer wants. 
C-nsumers do not know what they want and why they act. 
Consumer opinion in 1800 would not have given us the elec- 
tric light, but only vastly improved kerosene lamps. Con- 
sumers do not solve problems by answering questions; re- 
search has to solve these problems by intelligent experimental 
design, and by drawing intelligent conclusicns from the raw 
material of consumer opinions and_ behavior. 


“The casual structure behind marketing success and failure 
is too complicated for easy, intellectual entertainment. But 
this also holds true for the design and construction of an aute- 
mebile engine. And where would the United States be without 
it? 


“Perhaps the greatest fallacy which has been distorting Amer- 
ican opinion and marketing research for more than 20 years 
is the confusion between correlation and cause. 


“It is only natural, for example, that many surveys try to 
discover the selling influence of an avertising campaign. One 
compares the percentage of purchasers in two population 
groups. One group remembers having seen or heard the ad- 
vertising. The second group does not remember. 


POPULATION in re U.S. 


MILLIONS 
OF PERSONS 


Yj YY LY 
1910 ‘20 ‘30 ‘40 ‘50 1951 


APR. Ist 
SOURCE: U.S. DEPT. OF AGRICULTURE 


aGRAPHIC BY PICK-S, MW. Vian 


Farmers are now a quality market because fewer families 
share greatly increased farm income. 
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“The findings usually are of this type: The group remember- 
ing the advertising includes 20% purchasers of the product; 
those not remembering number only 8% purchasers. The out- 
spoken or hidden conclusion is that advertising accounted for 
the difference of 12%. 


“This conclusion is incorrect. The difference shows only 
that there is a correlation between awareness of advertising 
and between purchase or possession of the product. There are 
many possible causes that can lead to a correlation. Only one 
of them is that awareness of advertising makes people buy. 
Another is that people who purchase or possess a product be- 
come more aware of advertising for that product than non- 
purchasers. The owners of DeSoto automobiles are more apt 
to be wware of and remember DeSoto advertising than others, 
because it reminds them of their own lives and affairs. 


“Consequently, among those who remember DeSoto advertis- 
ing, we must expect to find a greater percentage of DeSoto 
owners, even if advertising had no sales effect. 


‘Of course we know that advertising is effective. The only 
thing not known is to what degree a particular campaign sells. 
The type of survey shown above does not prove at all that 
advertising sells. 


“It is not the purpose of advertising to be remembered, ad- 
mired or liked. The purpose of advertising is to make the 
product remembered and liked and, therefore, purchased—even 
at the risk the advertising will soon be forgotten.” 


UNIVAC PASSES THE TEST 


Univac played to the public over CBS-TV on Election 
Night. As a machine it was perfect. From the first 
straggling returns it made a forecast of Eisenhower vic- 
tory too sweeping for the operators to believe. So they 
fed it some corrective Gallup estimates, which made the 
election seem to be an almost-even bet. When the op- 
erators took out these last-minute corrections, Univac 
raced past 100 to 1 on Eisenhower into the higher num- 
bers. The machine itself is wonderful but people have 
to operate it and people have limitations. 


The Bureau of the Census has high hope that Univac 
will speed up the processing of Census returns, and other 
government agencies have ordered sister machines. 


Another new device will help to bring us Census figures 
before they are nothing but ancient history. It took 
3,000 girls nine months to make punchcards from the 
work sheets handed in by the canvassers on the 1950 
Population Census. By the next Census, this may be 
almost automatic. Makers of equipment are offering 
a new kind of card. ‘The enumerator will write nothing 
as he asks his questions, but with a special metalic pencil 
will underline certain squares in response to “‘married,” 
“three children,” etc. Electronic equipment will turn 
his work into punchcards at once. After that, if some- 
body will work out a guarantee against the human tend- 
ency to mix up the cards occasionally, results will be both 
fast and accurate. 


SIMULTANEOUS USE, TV AND RADIO 


In his annual radio-television audience study in Kan- 
sas, Dr. F. L. Whan of the University of Wichita asked 
this question of a representative group of families owning 
both TV and radio sets: ‘““At times, do some members of 
the family use the radio while others watch TV ?” Forty- 
one percent said yes, and 59% said no. ‘There was little 
difference between urban and farm families, but village 
families seem less inclined to make simultaneous use 
“most of the time.” 
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EIGHT REASONS WHY WOMEN BLY 


Not all weighty subjects need ponderous lan -uage, 
Here, for instance, is a light, amusing yet av ute 
approach to a matter of constant concern to advert ers— 
the buying habits of women. It was developed by Tom 
Bresnahan, special representative of McCall’s -mag izine. 


. Her husband says she can’t have it. 
It makes her look thin. 

It comes from Paris. 

Her neighbors can’t afford it. 
Nobody’s got one. 

Everybody’s got one. 

It’s different. 

Just because. 


WIAA Wo 


Tom, of course, adds a ninth reason: “She saw it ina 
woman’s service magazine,” and (9a), “probably in Me- 
Calls.” 


DO-IT-YOURSELF HOME OWNERS 


As a pictograph in our December 15 issue will point 
out, the $75-a-week bookkeeper cannot long afford to 
pay for the services of $150-a-week carpenters and _ paint- 
ers, and this is leading to a tremendous development of 
the home craftsman market. One of our subscribers, 
the sales manager of an Eastern paint company, was in 
the office the other day and told us that ten years ago 
two-thirds of the company’s sales were to professional 
painters, institutions, industries, and only one-third to 
home owners. Today the percentages are reversed. 


And the publisher of Homecraft and Home Repairs 
tells us that an association in the paint industry is au- 
thority for the statement that 75% of all paints sold is 
applied by amateurs, and he goes on to say: “A year or so 
ago, the mention of do-it-yourself in, say, linoleum ad- 
vertising, was strictly poison. Then the advertisements 
began to show a housewife laying her own linoleum tile, 
but still no mention of it in the copy. The dealer angle, 
you know . . . Now? Kentile, Goodyear, Armstrong et. 
al., all are making strong pitches to the do-it-yourself home 
owner... . I just read where asphalt tile sales jumped in 
ten years from 90 million square feet to 550 million 
square feet—with a third of it installed by the home 
owner himself.” 


The trend is real—and it looks as though it wi!! be 
lasting. Advertisements that not only show what t» do 
but how to do it get high attention value. 


HELP FOR THE SMALL PLANTS 


The Small Defense Plants Administration, Offc° of 
Production and Management Assistance, Washir :ton 
25, D.C., is putting out a weekly series of Manage vent 
Aids designed to help small plants secure and h: idle 
eficiently Government defense orders. For examp °*, 4 
recent title, “How Small Plants Can Sell to the Fe eral 
Government,” is a model of completeness and clar y— 
no gobbledegook language and no five per centers! ‘ou 
can get these Management Aids by writing to the ac ress 
above, or from field offices of either the Small De -nse 
Plants Administration or the U.S. Department of ‘ on- 


merce. 
PHILIP SALISBi RY 
Editor 
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Where is the aviation market going? 


If you are interested in selling the multibillion-dollar 
aviation market, Aviation Age offers you its help. 


In order to pinpoint the market for your product in this 
vast, complex and shifting field, you need the answers 
to some or all of these questions: 

What are the short-term and long-term prospects 
of each of the many divisions and subdivisions of the 
aviation market? 

What is the best market for your product—the mili- 
tary, the air lines, the manufacturer, corporate aircraft 
owners, airports, service firms? Is there a market you 
have not yet explored ? 

Who are the key men responsible for buying your 
product or approving its use? How do you identify 
them? How do you reach them? 

How do you get your product engineered into to- 
morrow’s aircraft ? If your product meets performance 

cifications, what is your best medium for reaching 

‘ation engineers and designers? 


Av’ ion Age may be able to help you answer these and 
ma: » other similar questions. We have grown up with 
the aviation industry. Complete information on the 
late. developments in aviation is in our files. We know 
wh: the key men: are, and where they can be reached. 


As art of our responsibility to the industry we serve, 
we ill be glad to place our intimate knowledge of the 
av ion market at your disposal. 


Let us help you keep informed on the 
country’s leading market! 


Tc .eilp you keep abreast of the current market, and to 
he » you anticipate market trends and changes, 


Bell Aircraft’s version of the transport heli- 
copter of the future will be able to ferry more 
than 100 passengers to and from airline ter- 
minals. This is only one indication of the con- 
tinued steady growth of the air tran:port 
industry. Another—United States aircraft man- 
ufacturers now have a backlog of orders for 
456 commercial transports ... over /3 as many 
as are now in operation on United States air lines. 


7 rs “i 


Aviation Age publishes a bimonthly aviation Market 
Intelligence Letter. We will be glad to add your name 
to our list. 


Also available is Aviation Age’s valuable Market Data 
File, containing extensive, detailed information about 
the aviation market. A copy will be sent you free of 
charge, upon request. 


Our marketing representatives will be glad to sit down 
with you and discuss your problems. They may be able 
to supply exactly the answers you are looking for. 


To take advantage of any or all of these services, mail 
the coupon below. We ask only that your interest in 
selling the aviation market be genuine. 


Aviation Age 


Market Data rite L 


AVIATION AGE ‘“‘Aviation’s technical magazine”’ 


A Conover-Mast Publication 
205 East 42nd Street, New York 17, N. Y. 


0 Please send Market Data File. 
(J Please send Market Intelligence Letter. 
C) Please have representative call. 


Name 


Title 


Company 


Address 


City. 


20 Ways to Show Salesmen 
You're the Man to Be Their Boss 


No manager of salesmen ever inspired better-than-compe- 


tition selling unless he sold his salesmen the idea they would 


be successful under his leaderhip, his guidance, his manage- 


ment. Have you made this No. | sale to your own men? 


BY WILLIAM J. TOBIN 


What does it take to succeed in 
sales management ? 

Surely it requires intelligent plan- 
ning, good organization, thoughtful 
direction, co-ordination, control, a lot 
keen insight. and a 
mature, better-than-average business 
personality. But more to the point, 
it takes a selling staff that’s so/d on 
sales. management. Whether you are 
a manager of a 2-man sales staff, 
branch manager, supervisor of sales, 
over-all publicity or promotion direc- 
tor, or vice-president in charge of 
sales, you are made or broken by the 
salesmanship your men give in. re- 
your management. 
Everybody up and down the line is 
sold. The customer is sold, top man- 
agement is sold. Salesmen have to be 
sold, too. 

It has been my experience and 
observation (backed by 19 years of 
working with and for sales managers ) 
that no successful selling takes place 
until, and unless, salesmen are sold 
too. No manager of salesmen of my 


of enthusiasm, 


sponse to sales 


acquaintance ever succeeded for long, 
no manager of salesmen ever inspired 
better-than-competition selling unless 
he sold his salesmen the idea they 
would be successful salesmen under 
his leadership and his management. 
Here are 20 good ways to sell your 
salesmen the idea that you are the 
man for the job. A conscientious ef- 
fort to see to the application of every 
important one of them will improve 
the sales ability of your entire staff: 


1. Make It Easy For Salesmen To 
Gei Selling Information: This is put 
first because nothing sells like sales 
information backed by the power and 
persuasiveness of top-notch salesman- 
ship. One of the best things you can 
do is to centralize sources of sales 
information. Make it easy for every 
last member of your staff to get at it, 
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digest it, arrange it. Be conscious of 
the many channels of information 
which funnel data, news, tips, poten- 
tial markets and sales into the hands 
and heads of your salesmen, Remem- 
ber that the man you put in charge of 
distributing this all-important infor- 
mation most likely will be an inside 
man. It is a full-time job if it is done 
right ; be sure he is sell-minded. 


2. Encourage Your Subordinates: 
There is nothing that can beat a 
sales manager and his staff working 
and thinking together. Encourage 
your salesmen, assistants, subordin- 
ates to do a better job, to outdo them- 
selves, to improve their salesmanship 
to out-think, out-sell competition. Be 
liberal with praise, think up, seek out 
the many personal and business incen- 
tives which encourage better selling. 
If more money is the answer (and it 
isn’t always by any means) provide 
the commissions, quota-exceeding pay- 
ments, bonuses which inspire men to 
outdo themselves. Encourage idea- 
thinking with a sympathetic manage- 
ment ear and the whole company will 
benefit. 


3. Regularly Reinstruct, Retrain, 
Your Staff in Selling Principles: 
The best salesmen get stale, forget, 
overlook fundamental, — successful 
“how-to” selling. They should be re- 
minded regularly, repetitively, at op- 
portune intervals throughout their 
selling life. Their memory should be 
refreshed, their selling efforts should 
be given new spark and life. They 
should be repeatedly reinformed, re- 
told that the basic principles of selling 
are the real secret of every salesman’s 
success. 


4. Train New Personnel Ade- 
quately: One of the best and most 
effective ways to do this is with sales- 
analysis-clinics. Set up clinics where 


tough selling problems are snoked 
out and analyzed so that successfy| 
know-how selling can be made ayail- 
able to all your salesmen. It is « fact. 
proven by a voluminous survey just 
finished by Time, that the more a per- 
son learns the more he earns. The 
more your salesmen learn about sell. 
ing your product, the more they will 
earn for you, your company, and 
themselves. 


5. Provide For Top Caliber Re- 
placements: The best men are get- 
ting harder and harder to replace. 
The wise sales manager, concerned 
about his future selling success and 
his ability to maintain an above-aver- 
age sales staff sparked by the best- 
caliber men, will look to his future 
replacement requirements. 
ingly enough (according to a study 
just completed by New York Univer- 
sity) training programs are one of the 
leading factors attracting college stu- 
dents to their business careers. Would 
vou like to continuously revitalize 
your staff with the best brains our 
country produces? Would you attract 
top quality college graduates? Would 
you provide for top caliber replace- 
ments? Check your personnel re- 
quirements now and for the foresee- 
able future, look to your sales train- 
ing program. Make plans now to 
attract the best of our young and up- 
and-coming men. Look to your work- 
ing conditions, degree of job security, 
opportunities you provide for advance- 
ment, and the wages and incentives 
you make available — every one of 
these are important decision-makers in 
the minds of intelligent future-!ook- 
ing men about to make their mark in 
business. Use them to strengthen your 
sales staff for bigger and better sales. 


Surpris- 


6. Specialize and Concentrate 
Your Selling Efforts: Don’t was*~ the 
time of your salesmen in scatte: sell- 
ing. What it requires is a thor: ugh- 
going analysis of your entire sale set- 
up. Don’t be surprised if, like :nan) 
a sales management man before you, 
you discover 75% of your sales « »mes 
from 25¢¢ of your customers. hat 
25 of sales comes from 75% c¢ our 
accounts. It is an economic fac . re- 
Hected in our business sales stat tics. 
that there is a concentration of pul- 
chasing power in the middle anc bet- 
ter income groups. Less than 5() ¢ of 
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ca’s. S° 2s analysis is a management 
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an’t afford to overlook. 

News> ipers specialize and concen- 


tool you 


trate wl -n they assign space salesmen 
to the so'e handling of furniture ac- 
transportation accounts, or 


counts, 

fnancia’ accounts. Manufacturers do 
it when they assign men to the han- 
dling of wholesalers only, retail out- 
lets onl:. or fabricators only. Concen- 
trate vour selling efforts and capital- 
‘ze on the added sales getting skill 
that comes with similar sales problems 


met often and solved often through 
sales specialization. 


7. Develop Team Spirit: The poor- 
est salesmanship will benefit from a 
shot of team spirit. Develop it by 
being liberal with praise, recognize 
sood deeds, special efforts, outstand- 
ing examples of selling, give credit 
where credit is due, encourage co- 
operation, Understand each man’s 
aspirations, aims, social and business 
objectives. Encourage your team 
sometimes subtlely like the sales man- 
ager who designed an organizational 
chart placing the salesmen at the top 
and the sales manager at the bottom. 

Do a good job of it and some day 
you'll be greeted by your sales group 
just as spontaneously as was FEller- 
ton M. Jette, president of The Hath- 
away Shirt Co. (users of ‘““The Man 
in the Hathaway Shirt” advertising 
theme featuring a gent with a patch 
over one eye). He had called his staff 
together to discuss ways of capital- 
izing on the merchandising and adver- 


tising they had just undertaken. 
When he walked into the sales meet- 
ing room—every salesman in the place 
was wearing an eye patch a la Hatha- 
way. 


8. Continually Build, Continually 
Strive For, Strong Liaison Between 
Sales Departments: Ten to one you 
don’t have it. Salesmen, particularly 
good salesmen, are notorious hoarders 
of sales ideas, of sales techniques that 
work, of tips and the valuable tricks 
of the trade that make, create sales, 
hold and develop new customers and 
markets. They don’t talk about them, 
they hide them, hoard them, hold 
them for the opportune selling mo- 
ment when they will be most effec- 
tive—for themselves. The brightest 
sellers among them discover, invent, 
work out a new selling idea every 
day. They stay on top because of 
their ability to create sales ammuni- 
tion that works—but works for them 
and no one else. 

You will create a powerful new 
sales weapon of the best selling forces 
in your organization if you encourage 
the exchange of information, ideas, 
sales tips, sales know-how and see to 
the mixing, liaison of your entire 
organization, from top to bottom, 
within and between departments. 


9. Don't Tolerate Poor Workman- 
ship: A tolerating “do-nothingness” 
policy on the part of sales manage- 
ment leads to sales failure. Don’t tol- 
erate poor salesmanship — do some- 
thing about it. Don’t tolerate bad 
planning, mediocre sales presentations, 


slip-shod handling of customer com- 
plaints, poor follow-up, inefficient re- 
ordering procedures—once you discov- 
er it do something to improve the 
situation. 

James A. Farley, chairman of the 
board, Coca-Cola Export Corp., ex- 
pressed it this way: “We believe that 
no product, no act, no plan represents 
the ultimate achievement. We see it 
as just a step on the path toward 
better products, better acts or better 
plans. No matter how good we make 
the better mousetrap, we know that 
some day we will make it still better. 
Or if we do not, we know some bright 
competitor will come along and do it 
for us. This philosophy is implied in 
every ad you run, every sales talk you 
make and every transaction you ring 


up. 


10. Don't Get Bogged Down In 
Details: Remember you are a man- 
agement man. Your prime function 
is to manage. To repeat: This is plan- 
ning, co-ordination, organization, con- 
trol and the thoughtful intelligent 
direction of your salesmen. You are 
not a detail man, you are not a doer. 
You direct and manage. Assign the 
details to your assistants, your sub- 
ordinates. Challenge them to find the 
selling answers, encourage them in the 
efficient handling of the details—but 
don’t get bogged down in them your- 
self. 


11. Keep Salesmen's Paper Work 
At A Minimum: Sure reports are im- 
portant, checks and controls are 


necessary. Sales management couldn't 
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during World War Il. 


William J. Tobin is in a spot which requires immediate 
pay-offs for sales ideas: he's assistant to the retail adver- 
tising manager, New York Herald Tribune. 


Although only 37, Tobin has spent 19 years working with 
Herald-Trib advertising space salesmen. He's a specialist 
in preparing complete sales presentations. 


Tobin, in his free time, is professor of advertising and 
selling at Packard Junior College, New York. One of his 
oddest training adventures: An instructor for Army nurses 
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operate without them. But consider 
the waste involved, the hundreds of 
hours of precious selling time lost by 
salesmen in compiling annual, semi- 
annual, monthly, weekly and some- 
times daily sales reports, memoranda, 
inter-ofice memos, branch and super- 
visory reports, field research, etc. As 
it is, 50% of the average salesman’s 
time is spent on non-selling activities. 
In far too many selling jobs “busy 
work” predominates, selling suffers. 
Don’t hire more salesmen, give every 
last one of your salesmen more selling 
time by reducing their paper work. 
Assign paper work to office workers, 
facilitate the ease of writing and sub- 
mitting sales reports, farm out market 
research not to your salesmen but to 
the many recognized research organi- 
zations so much better able to do it. 


12. Develop An Attitude of Un- 
derstanding, Tolerance, Open-mind- 
edness: Once you arrive at the posi- 
tions of sales management you are in 
the top money. It is a fact proven 
by scientific research that the more 
money a man makes the more con- 
servative his business views (not so if 
you're a woman though!). Learn to 
listen with a tolerant open-minded- 
ness. Combat whatever conservative- 
ness you may grow into by hearing 
through to its end the enthusiasm of 
the younger idea men of your organi- 
zation who haven’t yet learned only 
1 out of every 10 ideas are usable. 
Listen with an ear for the future. 
New methods, new sales techniques, 
more customers, bigger market get- 
ting ideas will be submitted, sug- 
gested, outlined. One or all of them 
may provide just the little extra com- 
petitive edge that will put you on 
top. Use questions to probe deeper, 
to elicit more facts and information 
—and listen—you'll be a better sales 
manager for it. 


13. Develop A System Of Ade- 
quate And Prompt Reports: But do 
it wisely. Be sure you need them. 
Nothing discourages a sales staff more 
than the habit of some sales manage- 
ment teams to over-work, over-load 
their staffs with time consuming sales 
reports that serve no useful purpose. 
The chief value of reports to a sales 
executive lies in their speed and con- 
ciseness. 

Reports are both a boon and a head- 
ache. H. W. Dodge, executive vice 
president of Mack Trucks, Inc., one 
day discovered there were 111 reports 
in his sales department alone, exclu- 
sive of all the other many subdivisions 
in this nation-wide organization. 
After a lot of hard work he managed 
to reduce them to a necessary 82. 
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14. Don't Let Friendship Overly 
Influence Your Selection Of Depart- 
mental Executives: In the selection of 
business management executives, 
friendship is a wonderful thing if it 
is taken in small doses. Let your 
brains be your guide when it comes 
to picking your major assistants. 
Salesmen are quick to sense biased 
friendships, quickly discouraged if the 
path up is blocked, if superior sales- 
manship comes second to “knowing 
the boss,’’ and even quicker to look 
elsewhere for the managerial encour- 
agement they all value so highly. See 
that the best man gets the job, make 
it a competitive opportunity available 
to every outstanding salesman on the 
staff. 


15. Don't Be Excessively Economy 
Minded: Be practical and tight-fisted 
when the occasion obviously demands 
it. But when spending a buck means 
five in sales—spend it, and gladly. 
Nothing wisely ventured, nothing 
gained. Watch the expense accounts 
but don’t be piddling. 

Spend for sales, and spend some 
more for more sales. That goes for 
publicity, advertising, sales aids, deal- 
er displays and the dozen other sales 
getters that lead to bigger and bigger 
sales volume. Whenever you can, 
dramatize your spending. Like Coro- 
net did when they sent out the latest 
of their promotion cards announcing 
that the first three months of 1952 its 
circulation topped 2,700,000 an issue, 
the highest quarter in its history. To 
dramatize and impress this point on 
the mind of the recipient a twenty- 
five-cent piece was attached to the 
upper right-hand corner of the card. 
They may have thought twice about 
spending the 25c but quickly realized 
the publicity (and this mention too) 
would more than pay for the invest- 
ment. At this writing, they are scour- 
ing the West for silver dollars to pro- 
claim the end of 1952 the biggest 4 
quarters of circulation in their his- 
tory. 


16. Know Your Salesmen's Cus- 
tomer-Problems Intimately: There is 
no sounder or surer or more necessary 
way of winning the confidence of your 
salesmen than that of being fully, 
intimately acquainted with their sell- 
ing problems. The surest way not to 
reach your salesmen, the surest way 
to divide and confuse their selling 
efforts is to lose contact, is to fail to 
understand and appreciate, the con- 
stantly changing pressures of competi- 
tive salesmanship. ‘To understand the 
sales problems of your salesmen inti- 
mately is to be aware of every eco- 
nomic, political, social, and business 


pressure making for changes ‘n the 
relationship between your s- esmen 


and your customers. The s zhtes 
change in any one of these pr -ssures 
creates a new sales situation, elops 
a new customer reaction and 2 nulti. 
tude of new sales problems. Y 4, the 
management man, must ha = the 
ready answers. 


17. Don't Become An ‘Ivory 
Tower" Executive: Don’t run away 
and hide in a nice comfortable office. 
Don’t hide yourself from the sales 
information your men are so desirous 
of passing along to you. Your sales 
success depends upon your keeping 
the channels of communicatior open 
however new or distant your sales- 
men may be. Fraternize with your 
salesmen. Go on calls with them. 


18. Support Your Salesmen With 
Mass Communication Media: The 
use of mass communication media for 
reaching millions instead of hundreds 
of customers is a fairly new business 
science. —The more you use mass com- 
munication media such as newspapers, 
magazines, television, radio, outdoor 
advertising, direct mail, the more you 
will aid and abet the selling efforts of 
your salesmen. 


19. Continually Search For Sales 
men's Selling Aids: It is a lucky sales 
staff that can boast a sales manage- 
ment competitively aware of the value 
of salesmen’s selling aids that directly 
assist them in their selling efforts. 
Practical, useful, meaningful sales 
aids are the tools of salesmanship. 
Just as the lathe, the chisel, the ham- 
mer, the dynamo are the tools of our 
factory workers. Sales and demon- 
stration kits, slide films, mock-up 
models, data sheets for direct mail 
use, compartmentalized brief cases 
that facilitate quick handling of sales 
material, research, customer surveys, 
know-how sales training are but a 
few of the many hundreds of sales 
aids you well might investigat: and 
pass along to your salesmen. “ few 
examples should suffice: one cor pany 
discovered its salesmen were spe :ding 
most of their time packing an ut- 
packing their samples in cust¢ ners 
offices. Solution: photographs  ~ the 
product. Result: multiplied  <alls, 
more and more sales. 


20. Do Things That Make Your 
Salesmen Sit Up And Take NW ‘tice: 
Salesmen are an idea-hungry |. A 
good part of their day is spent ‘ook- 
ing for new, better, more « eful, 
startling, attention-getting idea that 


‘lead (ever so smoothly) into the r bid 


for a sale. To a salesman not! 1g 35 
so dead as yesterday’s idea. 
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ATOM HUNTER PROSPECTS: One-inch ads in publications for 


miners, hobbyists and sportsmen uncovers hard-to-get-at-customers. 


GEIGER COUNTERS for Uranium 
Detection (see at left), TREASURE 
DETECTORS for gold, silver, etc. 
Lightweigbt, ultra sensitive. None 
finer at ANY PRICE, INFORMA- 
TION FREE, 


CO, Dept. 2-2 
Ne. Hollywood, Calif. 


5631 Cahvenga, 


How Dealers Capitalize 
On Your Publicity 


Wat would a Saturday Evening dream of having their own business, 
Post rticle do for—or to—your prod- it gave a sort of earthquake shock to 
uct, _pposing it was a doodlebug that this concern’s set-up. 
migh lead the customer to finding a Five years ago two ex-servicemen, 


fort: =? Supposing that was your J. L. Cassingham, now general man- 
own arket appeal — “Find Hidden ager, and Jack Rondou, marketing 


Tre: ire!” head, who also is electronics engineer, 
Wat do you suppose ? in charge of research and production, 
T' ; happened last summer to a set up Detectron Co. 

youn electronics company. It was a “They're Finding Fortunes in the 

luck publicity break for the Geiger Hills” was the headline for the Post 

cour rs made by the Detectron Co., article. This company was not named, 

Nor Hollywood, Cal. It sold more but Detectron’s Geiger counter was 

ot t m, led more dealers to stock shown in the photos. 

ther It was nice! The article plainly stated that hid- 
B maybe most important to the den treasure is not easily found even 

tho: nds of young fellows who with modern scientific doodlebugs. 
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The Post article harped strongly on 
that string, and such articles generally 
bring in an expensive surge of curi- 
osity letters, which might wreck a 
small company. But there was no mob 
of eager treasure seekers around the 
factory that week. Some long distance 
calls came in from dealers, ordering 
more Detectrons, or seeking connec- 
tions. The eager treasure hunters 
went to the dealers, who had all along 
been answering their questions. 

Up to the time he joined hands 
with Rondou, Cassingham had never 
heard of the Geiger counter, which is 
a portable instrument for detecting 
radioactivity. His experience had been 
chiefly that of a newspaper reporter 
and advertising man. 

However, he has been learning. 
Not long agé he visited a gold-silver- 
lead mine near Los Angeles, belong- 
ing to a friend, where the presence 
of uranium ore had been detected, 
but not located. in a dozen miles of 
tunnels. Cassingham took along one 
of the company’s “ionization cham- 
bers,” an instrument developed for 
such work, and in two hours pinned 
down the uranium. 

Rondou’s knowledge of electronics, 
and the way that field has been widen- 
ing, settled the question of what they 
would manufacture. The Geiger 
counter was their first product. 

Rondeau designed a Geiger for 
prospectors, reducing the weight and 
size, as well as the price, and devising 
circuits of extra sensitivity. Today 
there is a line of a half-dozen Detec- 
trons, one of pocket size. 

Your most obvious market should 
be among prospectors—but where do 
you find them? They are scattered all 
over the wide open spaces of the 
West, living in a tent, out in the 
wilds, seldom coming to town, having 
obscure mailing addresses, if any at 
all—where do you get a mailing list 
of prospectors? 

Detectron started prospecting for 
prospectors with one-inch single col- 
umn ads in two groups of publica- 
tions. First, the regional mining 
journals. 

This advertising developed leads 
for dealers, and built mailing lists 
for factory follow up. 

This dealer organization is made 
up largely of “mineral houses” in 
western cities, to which the profes- 
sional prospector goes when in town. 
Therefore the company also adver- 
tises in Classified Telephone Direc- 
tories (‘Yellow Pages’) under the 
heading “Geiger Counters,” listing 
local dealers. 

For the amateur prospector a dif- 
ferent group of publications has 
proved productive for the same small 
treasure ads. 
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Direct Sales. 


spot a little earlier, of course! 


LUCK DID IT... Joseph S. Hildreth, president 95 
Chilton Co., is new president of the important » ational 
Business Publications, Inc. That he’s in the busines 
paper field at all is due to a freak piece of luc’: Joe, 
as salesman in the automobile department of ore of § 
Chicago papers (which ranked eighth in circu:ation 
was sent to one of the first New York Nationa! Auto. 
mobile Shows. He was the only Chicago represe ttatiye 
there, consequently harvested a bonanza crop of adver. 
tising. A friend, on Motor, heard of Joe’s feat and on 
the strength of it hired him. Later he became acd man- 
ager of the magazine and of Motor Boating. After 
almost a decade of this he joined the old Class Journal 
Co., now Chilton. He says he can’t remember being 
seriously dissatisfied with any of his employers and he'd 
like to repeat his business career—arriving at his present 


“LIFE BEGINS AT 60"... . said 
John M. Bickel (lower left) when 
he and Charles V. Fenn were recent- 
ly elected v-ps of Carrier Corp. 
“Just speak for yourself, Jack,” said 
Charley. But why quibble over age? 
Two more popular and capable sales 
gents never got to the top. Jack 
Bickel, who has lived down—nicely 
—the fame of his brother, actor Fred- 
eric March, has been with Carrier 
for 23 years. Charley Fenn also has 
exactly 23 Carrier-years to his credit. 
Charley will continue in charge of 
the Direct Sales Division, Jack will 


go on holding down Dealer Sales Division. . . . Four years after Jack 
Bickel joined Carrier he organized the first dealer sales operation in the 
air conditioning industry, served for 8 years as merchandising manager. 
Charley came to Carrier in the Construction Department after he’d 
ated trom Stevens Institute of Technology. He was later placed in c'iarge 
of all construction in the East. From ’44-49 he was in charge of Ca: rier’s 
Direct Sales in the Atlanta district and in ’49 he became manag’r of 
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NATUR \L RESOURCES CAN'T BE INCREASED... 
human « ergy is limited. Only “tools” can be changed. 
And on tools, believes the membership of National 
Machins Tool Builders’ Association, we must depend 
for maitenance of our standard of living, material 
wealth, cconomic strength and security. The NMTB 
'; organ zed primarily for the purpose of disseminating 
‘nformation which would be mutually advantageous to 
‘self and individual builders. Recently it held its an- 
qual mecting and elected a new president, Swan Berg- 
strom, \-p of The Cincinnati Milling Machine Co. 
He’s a man with a rich background: After high school 
he worked for G-E in the Test Department, then en- 
tered Purdue to study engineering. His next job was 
with Buick, as a tool designer, tooling up the first light 
§-cylinder car the company ever produced. After Buick 
three other motor manufacturers, in turn, paid his salary 
—Olds, Dodge, Nash. He went to his present company 
in ‘27, worked at all sorts of jobs for them until, in 
1947, he became sales manager. He’s been active in the 
NM TB for years. 


They're in the News 


BY HARRY WOODWARD 


PUFFING GOT HIM... elected president. And E. A. 
Darr didn’t do the puffing. He got millions of people 
to do it for him. Baltimore-born, University of Mary- 
land-trained, Darr is the new president of The R. J. 
Reynolds Tobacco Co. He got there because, as sales 
manager of the company, he kept Camels well out in 
front of Lucky Strike in the deathless battle for the 
number-one spot in cigarette sales. It’s been a job few 
men would envy. But for affable, responsive Ed Darr, 
who stepped into the top sales post back in °38, it has 
been stimulating to make his competitors eat.Camel’s 
smoke. He was elected v-p in 1946. . . . Strangely 
enough, Darr has a legal background: He was admitted 
to the Maryland bar, finds knowing his way around 
legal circles hasn’t hurt him a bit. 
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1, IF HE WROTE “MY DAY”, the PP&L farm 
sales representative would report 7 calls made on 
farm prospects to tell the story of electrical living. 


3. THE FARMER BUYS A BROODER, but 4. 
to see that it is 
trouble-free 


the salesman follows through 
properly installed to give 


service. 


Farm Market Sales Tactics 
That Leave Quotas Far Behind 


Systematic promotion to farmers, individually and in 


groups, of the benefits of electrical living, lifts average 


kilowatt-hour consumption per farm from 1,810 in 1945 to 
an estimated 4,249 for 1952 for Penn. Power & Light Co. 


If the farmers of central eastern 
Pennsylvania live more comfortably, 
produce more efficiently, and enjoy 
more luxuries compared with the 
average standard of farm life in the 
U.S., their state of well-being is un- 
deniably a product of salesmanship. 
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A larger and larger share of what 
used to be tedious manual labor in 
these farm homes, in barnyard, dairy 
and henhouse, is being transferred to 
machines and appliances. Such a 
large share, in fact, that kilowatt-hour 
consumption of electricity on farms 


in this area is nearly twice t/ 


tional average. 

The rapid growth of the elec 
farm idea in this heart of the 
sylvania countryside is attribut: 
an outstanding job of educatio: 
ing, and service that has been 
on since V-J Day through the 
Sales Department of the P: 
vania Power & Light Co. 

Penn Power is a private co! 
with 75,000 shareholders. It o 
in 28 counties where there is 01 
city with a population over 1( 
The area has a good balance b 
industry and agriculture. In i: 
are 36,000 farms averaging 6/7 
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2, HE SOLD A COW BARN CLEANER by taking his prospect to 
see an installation on a nearby farm. Only 40% of the outside-the. 
home work on farms is done electrically. There’s a big sales potential, 


A POST SALE FOLLOW-UP: The Penn Power salesman who 
developed the order for an infrared lamp unit calls back on his buyer 
for a performance checkup. Now there are 1,100 5-weeks-old turkeys. 
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Except for a small appliance-selling 
operation, the company has literally 
nothing to sell but electricity. How- 
ever, because of the way it works 
to sell needs and arouse wants, it 
creates millions of dollars’ worth of 
appliance and equipment business 
every vear, which is turned over to 
the deslers who can fill the demand. 
The concrete and selfish objective is 
to pu: more kilowatt-hours on the 
Penn ‘ower lines. The abstract and 


unselr 4) objective is to sell the pri- 
vate nterprise idea through the 
medi: \ of superior community serv- 
ice, 

Per Power & Light develops its 


load-t ding activities through five 
sales partments: residential sales, 
comm cial sales, industrial sales*, 
farm ales and an area development 
depar ient that is concerned primar- 


—_ 


*See * enn Power Sells Creatively—and 
Indus: Buys Kw’s by the Billions,” 
SM, > vember 10, 1952, for a report of 
Penn ower’s industrial sales activities, 
and ot er background on the company. 
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5. HIS DAY INCLUDES DEALER CALLS: He often helps & 
to arrange equipment displays on the floor or in the window. 
Dealer liaison work is an important part of his sales job. 


7, HE’S A “PR” MAN, TOO: When one of “his” farms wins 
a Reddy Kilowatt Award, he’s on hand to help with and share 
in the ceremonies. The RK award program is new this year. 


ily with plant locations. Its manage- 
ment and public relations programs 
have been so outstanding since the end 
of World War II that it has won 
17 awards for performance, service or 
contribution to its industry. (No 
other utility has won more than 7.) 
This report is concerned wholly with 
analysis of the strategy—and the re- 


Based on an interview 
by A. R. Hahn with 


J. M. STEDMAN 
General Sales Manager, and 
R. T. JONES 


Farm Sales Manager, 


Pennsylvania Power & Light Co. 


8. AFTER-SUPPER SELLING: Penn Power calls it 


“mass promotion.” Salesman, dealer, and home economist 
put on home freezing and electric cooking demonstration. 


SOMETIMES HE’S A TRAINER: He holds infor- 
mal huddles with the dealer and the dealer’s salespeople 
to explain product sales features, discuss sales tactics. 


i 


markable skill in  co-ordination— 
which is producing such outstanding 
results for Penn Power in the farm 
market. 

The farm program revolves around 
a sales force of 34 farm sales repre- 
sentatives (most of them graduate 
agricultural engineers) working in 
six geographical divisions under six 
farm sales supervisors. These men 
are systematically engaged in talking 
with prospects about the profits and 
comforts to be derived from electri- 
fication of farm services and farm 
chores in terms of specific machines 
and appliances . . . and then acting 
as liaison men between the prospect 
and the sellers of any brand of ma- 
chine or appliance the buyer may 
choose. Each man has about 1,000 
farms assigned to him, and he calls 
on each at least once a year. 

The big over-all objective of the 
farm sales department is to inspire 
in farmers a broader and deeper ap- 
preciation of the value of electricity 
in the productive phases of farming. 
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P.P.L. Form 100-422 Rev. 
__FARM CUSTOMER RECORD 


__FolioNo. _—08-71.4-125 i 
MapNo, [17 | vear | 1953 | 1954 | 1955 | 1956 | 1957 | 1958 | 1959 | 1960.| 1961 | 1962 
Township _ _ ‘Whitehall County _ Lehigh as District Catasaugua _ : 2m 


Owner 


Tenant 


Type of Farm : General — a 


Pigs 


Stock : Cows _27 Steers 


a 


Address and Location _Mickleys R.D. 
Address and Location 
Poultry 
Chickens — 200 __ Turkeys 


No. of Acres 114 


Fruit Truck 


___ Broilers Other 


Tel. No. 6-2847 


Tel. No. 


; sant ~ CALL RECORD 

Date | Subject Discusses gg cen reer. | THERE ARE 36,000 of thes: cards 
2-18-49 | Discussed Hay Finishing and rE rn in the master file at the Pennsylvania 
— —--- —— r Power & Light Co. home office—one 
foL6-49 Made ay Fintehing Layout = Mr. Smith Parshaed lay Detee 7 for each farmer in the company's 
1-20-50 Discussed Ventilation - = Very Good Prospect ~ oe service area. Every salesman has a 
Cire, Gels vee duplicate for each of his own cus. 
10-2-50 Mr. Smith Hanted More Information On A Ventilation Fan For His Dairy Stable tomers. This record cues the farm 
-— — — sales representative on all special 

9-3-5) | Gave Mra Smith Literature ‘On 3 EP Feed Mixer ne 7 ' . ° ' 
| sales drives: if there's to be a cam- 
T in a5 St | paign on farm freezers, tor example, 
| - ee PRT See einen peat 2 ___| the salesman calls only on known 
ia —— Se mw | | prospects for freezers. Card is 


brought up to date on every call, 


Only about 40% of the electricity 
consumed on farms today is used for 
productive purposes outside the farm 
home. There is an enormous poten- 
tiality to be developed there. 

The strategy and tactics of Penn 
Power’s farm market program are 
laid out with the detail and precision 
of a military campaign. The’ com- 
pany has tabulated 390 uses for elec- 
tricity on the farm, Last year the 
sales force made 46,276 calls to talk 
about one or more of those uses. 


The 1951-52 Sales Record 


‘i he 
farm 


6 farm supervisors and 34 
sales representatives in 195) 
sold 51,266 pieces of equipment, in- 
cluding: 
408 brooders 
187 poultry water warmers 
dairy water heaters 
elevators 
farm shop tools 
heating cables 
utility motors 
water systems 
farm freezers 


0 13 3 
125 
6,698 
2 836 
4+.882 
6,579 
7.858 


The record 
months of 1952 
ucts: 

3,702 

1,717 

S00 

1,186 

2 296 

1,690 

2,296 

5,029 

5,684 


In 
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4 
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first nine 
same prod- 


for the 
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brooders 

poultry water warmers 
dairy water heaters 
elevators 

farm shop tools 
heating cables 

utility motors 

water systems 

farm freezers 


1951 they broke the 
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year’s 


quota on every class of equipment. 
And they engaged in a stupendous 
amount of educational and miss‘onary 
work in behalf of better farm living. 

Penn Power salesmen’s d'rect con- 
tacts with farm prospects are achieved 
in two ways: through calls on farm- 
ers and their wives in the farm home, 
in the field, in the barn . . . anvwhere 
on the home premises, and through 
what the company calls “mass promo- 
tions.” A mass promotion—to use the 
company’s formal definition of it— 
is “an organized showing of the bene- 
fits of equipment, both home and 
farm, to an audience of adults from 
not less than 12 farm families, in co- 
operation with a dealer who is on- 
the-spot to close sales.” 

Last year 212 such meetings were 
held, with an attendance of 11,018. 
This year there will be an even great- 
er number. 

These activities—personal calls and 
mass promotions—are timed and pro- 
grammed each year in four seasonal 
sales campaigns. This year the four 
big promotional drives were these: 


Winter activity: 
ventilating 

Spring activity: water systems 

Summer activity: farm freezers 

Fall activity: farm lighting 


Each seasonal sales drive has a 
detailed and carefully co-ordinated 
advertising and sales promotional pro- 
gram integrated with it. And behind 
and beyond all of this, Penn Power 
engages year-around, in half a dozen 
activities of a general public relations 
and educational nature. These proj- 
ects involve collaboration with such 
groups and institutions as county 
agricultural agents, vocational agri- 


hay finishing and 


4-H Clubs, 


Future 


cultural teachers, 
Farmers of America, and schools and 
colleges of agriculture. 


Key to the entire farm sales op- 
eration at the management level is 
the master prospect file in the home 
office. It contains a card for every 
farmer in the 28 counties served, and 
it “tells all” about each farm. (See 
illustration above.) In addition to 
basic information about the size of 
the farm and the types of farm acti- 
vities the owner is engaged in (dairy, 


poultry, fruit, truck, sheep, hogs, 
cattle, etc.), it lists 34 classes of elec- 
trical equipment and shows what 
equipment is currently in use on the 
farm. It identifies the additional 


equipment for which the farm is a 
prospect. A duplicate card is carried 
by the farm representative on ever) 
call he makes and the information on 
it is extended on each call. 


The Sales Control Setup 


Whenever, during the year, ° sea- 
sonal campaign is scheduled, it ‘s this 
basic file that provides the prospect 
list. If it’s a home freezer cam aign, 
for example, all freezer prospec's are 
pulled from the file and the farm 
representative calls only on these 
families during the freezer sales ‘rive. 
Thus, lost motion is eliminate and 
every call is made on a prev ously- 


qualified prospect. 
A parallel home office file, « ially 
important for its multiple u-’s 


management planning, is a ba: ¢ file 
of dealers for the Penn Pow: ter 
ritory. The dealer card shows what 
kinds of electrical equipmer the 


dealer handles, and what: bran 
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he knows 
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every 
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ee af peace? From these millions of Americans in the Armed 
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NUMBER OF QUOTA ACCOMPLISHMENT RATING POINTS 
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IT'S LOADED—WITH INCENTIVE: Here's the Farm Sales 
Department's record for the first 9 months of 1952. This 
ingenious quota board provides a constant spur to the six 
divisions competing among themselves for membership in the 
Aces' Club. Winners are determined by a quota-point sys- 
tem. But note that extra bonus points begin to accrue at 
75% of quota (again at 90%, again at 100%) ... but only 


Not all special sales drives are of 
the same duration. The period is de- 
termined by the number of prospects 
for the equipment under consider- 
ation, and the time needed to develop 
the momentum that seems to be re- 
quired to reach the sales objective. A 
water systems campaign is program- 
med for one month every year (May 
—to tie up with National Water 
Systems Month*) because an ade- 
quate supply of water on the farm 
is the key to usage of so many other 
appliances. Water systems are subject 


*Penn Power originated the plan which 
became the basis for a National Water 
Systems Month. 
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effort. Solid lines on 
months; broken lines 


to continuous promotion because new 
wants and needs on the part of the 
farmer call for expansion of the water 
system he may have originally in- 
stalled. Even though there was a 
93% saturation of water systems on 
Penn Power farms at the beginning 
of this year (that is, over 9 out of 
10 farms had some kind of water 
system), the May campaign shattered 
all previous sales records on water 
pumps. Quota set was 2,000 pumps; 
actual number sold was 2,159. 

A seasonal farm sales campaign 
starts at home base with analysis of 
the basic market facts, breakdown of 
these facts to territory level, and de- 
velopment of quotas. About two 


pectation for remainder of year. 
factors 100% of year's quota has already been achieved. 


provided all salesmen in any division have reached 75% (or 
90, or 100, as the case may be) of quota on each of I1 dif- 
ferent sales activities. Object: to induce well-rounded sales 


chart show quota accomplishment for 9 
carried forward from them indicate ex 
Note that on 8 of the 


weeks before the drive is t 
each sales representative gets 
plete prospectus which expla 
why and the how of the ca 
presents full detail on all pron 


materials and scheduled adv: 


In any seasonal campaign, t 
representative is the focal p 
all field activity. It is he w! 
the advertising schedule to th 
and suggests what the deale 
do to tie in. It is he who a 
and mails promotional li 
(with his own name stampec 
to each of his own prospe< 
plans the timing of such mai 
match up with his personal ca! 
ule. It is he who sets up m 
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How Ditch-Digging’ Advertising... 
Helps a Salesman 


.-. get more business with the same effort 


--» hold business with less effort 


--- build a sound foundation for future business 


'Ditch=Digging" Advertising is simly 
a mechanism that helps salesmen get 
the right story to the right people 
in the right way at the right times 
with the right frequency ... at the 
lowest possible cost. 


It takes thought and effort to build 
that kind of advertising and to make 
it work -— thought and effort on the 
Sales Manager's part and on the part 
of his advertising men and agency... 
working together eee 


o e e FIRST, to find out who are the 
people - all the people = who specify, 
buy, or influence the specification 
and buying of your product. (Your 
salesmen are calling on some ofthese 
people, but can they see all afthan? 
Do they know all of them?) 


« e e SECOND, to find out what makes 
sense about your product to your 
orospects. (What are the viewpoints, 
orejudices, confusions, and needs 
hat might indicate either obstacles 


to the purchase of your product, or 
sound sales approaches?) 


e e o THIRD, to determine how to say 
what needs saying, to whom, and how 
often. (What will improve the view 
points and reduce the prejudices and 
confusions that stand in the way of 
gaining your objective?) 


e eo eo FOURTH, to select the best 
tools to use — booklets, magazines, 
direct mail, or any other mechani- 
cal means of imparting ideas and in=- 
formation. (What part of the sell- 
ing job can be done best by which 
selling tool?) 


That's "Ditch-Digging" Advertising. 
It comes out of the field, not off 
the cuff. It takes effort, time, 
moneye But it balances inspiration 
with sweat, providing 4 maximum of 
results oo. at a lower cost per sale 
than advertising based on uncon= 
firmed "ideas" alone can produce, 
except by sheer accident. 


’ 
' 


THE SCHUYLER HOPPER! Co. 


12 East 41st Street, New York 17, N.Y.+* LExington 2-3139 


“*DITCH-DIGGING’ ADVERTISING THAT SELLS BY HELPING PEOPLE BUY” 
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motions in his own territory. 

Let’s look at this year’s farm 
freezer campaign. It ran from June 
2 through August 22. Quota was set 
at 2,500 farm freezer sales. When 
the campaign opened the saturation of 
freezers on Penn Power farms was 
41% against a national average of 
16%, figures which indicate the high 
degree of success of previous freezer 
campaigns. Goal for the 1952 drive 
was 50% saturation. 

When the totals were drawn on 
August 22, 2,663 freezers had been 
sold, bringing saturation to 53%. 
Average size was 13.7 cubic feet. Be- 
tween June 2 and August 22 one out 
of seven farms not using a freezer 
bought a freezer. In this activity 
alone more than $60,000 worth of an- 
nual revenue was added to the Penn 
Power lines. The prospectus cover- 
ing the freezer campaign went out to 
the field on May 12. It suggested to 
the farm supervisors that the program 
be reviewed with all freezer distri- 
butors in their respective areas. In it 
every detail was carefully spelled out. 
There were sections on dealer dis- 
plays, on direct mail and advertising, 
and a summary of a new demonstra- 
tion worked out for use in mass pro- 
motions. 
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and sponsors sell... key 


the New York station 


where listeners listen 


station of MUTUAL 
Broadcasting System 
Rules were laid down for credit- ticular meat during slaughtering 
points to be earned in the continuing time.”’ 


competition for Aces’ Club member- 
ship which is the basis of the Penn 
Power honor incentive plan. (We'll 
have more to say about this later.) 

These campaign packages even get 
down to sales techniques. The freezer 
prospectus included, for example, 
three sheets of analysis of customer 
benefits for salesmen to use in their 
personal sales presentations. Samples: 

How to create dissatisfaction with 
older methods of storing foods: 
“Wouldn’t it be wonderful to enjoy 
fresh strawberries on Thanksgiving 
Day?” 

Exploiting time-saving benefit to 

housewife: “Baking for a month at 
a time is surely a convenience, isn’t 
it?” 
Developing economy appeal: 
“Quantity buying means that you 
shop less frequently and realize a tre- 
mendous saving.” 

Stressing health appeal: ‘Studies 
show that the nutritive value of 
frozen foods is considerably above 
that of foods stored in any other man- 
ner.” 

Pointing out freedom of choice in 
menu-planning: “No longer does the 
farm family have to eat one par- 


During the food freezer drive the 
salesmen had their usual quota of at 
least seven calls a day on farm pros- 
pects. Dealer calls—each man makes 
at least one of these every day—are 
made either early in the morning or 
between four and five in the after- 
noon. 

The routine goes like this: A farm 
representative calls on a_ farmer 
known to be a prospect for a freezer, 
because the salesman has established 
this fact on previous calls. fie has 
probably mailed to his prospect, 
shortly ahead of his call, at least one 
piece of freezer promotional moterial. 
If, using the presentation tec! iiques 
suggested by the prospectus, the sales- 
man gets a decision to buy a ‘ <ezer, 
he asks the prospect if he know what 
brand he wants. If the buyer ‘esig- 
nates, let us say, Internationa Har- 
vester, the salesman immediate gets 
in touch with the nearest Ha “ester 
dealer. The farm representativ® prob- 
ably telephones the dealer fro» the 
buyer’s home. 

When a direct lead of thi kind 
is turned over to the dealer, that 
dealer is given 48 hours to ‘ollow 
through. Any dealer who fas on 
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The only worthwhile investment is one 


that pays off. 


Advertising on WOR is really worthwhile! 
For years, WOR has paid off with more sales 
for more advertisers than any other 


station in the country. 


WOR, the most sales-effective station in the 
U.S., serves 26,000,009 people in 14 states, 
and provides them wi'ft 


to (WOR is first choi: 


programs they listen 


2 among listeners in 


both news and womel#’s service programs). 


4 i You’ll find it worth aur while to learn 


what WOR can do fq you. 


prompt followup on three different phone the morning of the day the foods haJe been purchased for use 


htering 


occasions eliminates himself from any evening demonstration is to take in the defonstration attend the meet- 
‘ve the | turther opportunity to work with place, even asks, “Can we send a ing and #pply personal testimonials 
: of at | Penn Power on local sales leads. Few car for you?” about th economies and conveniences 
1 pros- have failed to follow through. Meanwhile the salesman and the of ownirg a freezer and a modern 
nnn If the prospect does not know what dealer have looked over the list of electric rage. 
v—are | orand of freezer he wants, the Penn local farmers who have previously Befor the group is assembled, 
ing or | lower farm representative will sug- bought freezers. The salesman spots every ste@ of the program is planned. 
after | gest buying from the dealer who is a name and says to the dealer: The deafer leads off with a short 
geographically nearest the farm, on ‘“That’s Mrs. Franklin over on Route talk, the& the formal demonstration 
\ farm § the theory that when service may be 6. She makes wonderful pies. Go is taken @ver by a Penn Power home 
‘rmer 9 ‘uired, it can be obtained with the over and buy two pies from her.” economisg. While papa and mama 
eezer, § greatest possible speed. He goes on to another name: “Mrs. are listeMing to freezer talk, the 
isha Now let’s turn, for a moment, to Burt had the best peas in the neigh- — younger children are parked else- 
to has § "as promotions as they are used borhood last year; go and buy several where f@ cartoon movies. They’re 
spect, | ® 4 routine part of sales operation, packages.” Another name: “The Per- told in §dvance that their program 
+ one § 2d were used specifically to develop kins family is known far and wide — will winf up with a Hopalong Cas- 
-erial. § ‘les during the freezer drive. for its roast beef; let’s get a big roast _sidy pict#re. The beginning of Hop- 
ques Quc:a on mass promotions for the from them.” along is ftimed to coincide with the 
sales- § °4mpa'zn was set at 124; actually, The purchasing is done, and the end of tfie demonstration. The rea- 
ezer, | ‘here vere 160 demonstration meet- foods are brought to the meeting. son: All fhe kids want to stay longer, 
what ngs held in the six sales divisions The object: to use no commercial and whilf they see Hopalong the deal- 
lesig- | ‘uring the freezer drive. foods whatever during the demon- er has the time and the opportunity 
Har- 9, Let = say a salesman finds he has stration—to use only foods actually to close fiales right on the spot. _ 
vets 22 prc pects for freezers in one local processed and frozen by local farmers, It’s al’ relatively simple, but it’s 
ester fy “Tea. -e gets together with the locai to cook and serve them for all guests purposefql. It’s planned, and timed, 
robe & ‘ealer and between them they decide to taste. The psychology is plain: and it’s fa folksy and friendly kind 
the to sta e a demonstration. They find When a prospect sees what her own of selling that is well adapted to the 
a gra ge hall, a lodge hall, or a neighbors are doing with fruits, vege- rural cor.munities in which it is used. 
kind churc’ where the get-together can be tables, meats, and prepared foods such It has sofd, over the years, thousands 
that held. [he dealer issues the invita- as pies and sandwiches, she says to of freezq@rs, thousands of electric ap- 
llow tions, out the farm sales representa- herself, “I can do that too.” Quite pliances $f all kinds. 
a tive tcllows up each prospect by tele- often the housewives whose frozen Consider this: One single demon- 
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stration meeting held during the 1952 
freezer drive produced $4,715 worth 
of appliance business for one dealer. 
This volume included 6 freezers, 2 
ranges, | refrigerator, 2 auto washers, 

dryer, | dishwasher, and some mis- 
cellaneous smaller appliances. Small 
wonder Penn Power stresses these 
mass promotions so heavily in_ its 
year-around operation, sets quotas for 
numbers of such meetings to be held 
during all special campaigns, and 
awards points toward its Aces’ Club 
for superior performance by salesmen 
in organi zing and conducting the 
meetings. 


Work With Sales “Allies” 


One interesting phase of Penn 
Power’s farm sales operation develops 
after the close of a seasonal campaign 
such as the one we've been describ- 
ing. It has to do with the company’s 
relationship with the manufacturers of 
electric equipment. 

It’s obvious that the effectiveness 
of the farm sales program can be 
enormously enhanced if the equip- 
ment manufacturers and their sales 
outlets are doing a consistent and 
effective sales and service job them- 
selves. Penn Power goes to great 
lengths to develop and maintain the 
closest possible working relationship 
with these firms, which they usually 
speak of as “allies.” For instance, if 
an equipment manufacturer intro- 
duces a number of new models, Penn 
Power will call all its sales person- 
nel to a general meeting to hear the 
story. Further, it will initiate meet- 
ings, itself, to which all manufactur- 
ers and all their territory distributors 
are invited. It will help individual 
manufacturers get dealer coverage in 
open territories—more than 100 new 
dealerships were developed last year 
in areas of poor coverage. 

About the seasonal campaign fol- 
low-through with the manufacturers: 
When the freezer drive was com- 
pleted, to take a specific instance, the 
home office prepared a summary sheet 
which shows a sales breakdown of all 
freezers sold during the campaign 
in each of the six Penn Power ter- 
ritorial divisions, and by 17 leading- 
brand freezer manufacturers. The 
manufacturers were not identified ; 
they were keyed by letters of the al- 
phabet. The number of units and 
percentage of the total business that 
went to each of the manufacturers 
was shown. A copy of this sheet was 
sent to each manufacturer, and he 
was told: “You are manufacturer 
G on this sheet . . . you can see 
how well you-did, or how poorly 
you showed up in comparison with 
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your competition, You can see in 


which districts you performed best 

. in which you were weak.” 

When such reports land on the 
desks of the general sales managers 
of the equipment companies, there are 
likely to be far-reaching repercus- 
sions. Manufacturer “L” on the 
freezer summary, for instance, sees 
that he got no sales at all in the 
Lehigh Division, while manufacturer 
“A” got 83, manufacturer “B” got 
77, and manufacturer “C” got 57. 
The telephone wires are likely to 
burn while he talks with his Central 
Pennsylvania distributors to find out 
who’s asleep and why. 

So far as dealer contacts are con- 
cerned, Penn Power states its ob- 
jectives thus: “. . . to encourage deal- 
ers to maintain adequate displays, 
carry complete lines of electrified 
farm equipment, and maintain a good 
service organization. Dealers will 
also be urged to use mailing lists and 
tie-in with the Reddy Kilowatt farm 
advertising program. Sales training 
courses will be conducted for the 
dealers by the farm representatives.’ 


PP&L's Incentive Program 


Backing the activities of the farm 
sales force is a program of year-in 
and year-out advertising, with themes 
and timing closely integrated with 
the seasonal campaign activities. The 
media include a long list of news- 
papers, 52 farm papers, some radio 
time, direct mail media, and Penn 
Power’s magazine, “Electricity on the 
Farm” (10 times a year). During the 
freezer drive 52 newspaper adver- 
tisements were used in 52 markets 
between June 23 and June 28. 

Earlier in this report we mentioned 
a salesman’s incentive plan in the 
form of recognition through member- 
ship in the “Aces’ Club.” Under this 
plan a continuing competition is set 
up between the six farm sales sections. 
It’s an ingeniously devised setup 
which has two aims: attainment of 
quota, and achievement of a well- 
balanced selling job for the year. 

It works on a quota-point basis. 
There are 11 sales activities in the 
1952 Farm Program as follows: 

Total kilowatt-hours added to the 
Penn Power lines 

The four seasonal 
tivities 

Number of customer calls 

Sales quota on farm lighting 

Sales quota on poultry, dairy and 
general equipment 

Sales quota on farm freezers 

Sales quota on water pumps 

Each sales activity is assigned a 
numerical value for each 1% of quota 


campaign § ac- 


accomplishment. 
“quota points.” 

When a sales section reache: 75% 
of attainment in al/ quotas, it means 
a bonus of 15 points; 90% produces 
an additional 30 bonus points ; 100% 
an additional 60 bonus points. 

Any sales representative who js lag. 
ging in his individual quotas and js 
thereby holding the group back 's sure 
to be goaded by his fellow salesinen to 
the point where he catches up with 
other men in his section to enable the 
whole group to begin to cash in on 
bonus points. 

The two farm sections with the 
highest number of points at the end 
of the year are elected members of 
the Aces’ Club. It’s purely a matter 
of achieving an honor, but the fight 
for that honor is spirited. Quotas set 
by the management on what they 
regard as a “slightly optimistic” basis 
were shattered so completely during 
the last several years that the home 
office began to wonder whether it 
had_ seriously underestimated the 
capacity of the sales force to pro- 
duce. In 1951, for example, the sys- 
tem reached 172% of its poultry 
quota; 203% of its dairy quota; 
219% of its water systems quota; 
167% of its freezer quota, and 162% 
of its lighting quota. Quota achieve- 
ment on this year’s seasonal cam- 
paigns: hay finishing, 125% ; ventilat- 
ing fans, 113%; water systems, 
108%; freezers, 106%. 

Quota accomplishment for the first 
nine months of 1952: poultry quota, 
102%; dairy quota, 102%; water 
systems, 100% ; farm freezers, 113%; 
KWH, 88% ; lighting, 829 

Newest and most eden promo- 
tion and public relations activity in 
the farm department is an idea in-' 


These are called 


| Our Cover Photo 


| Newest idea in Penn Power 

| public relations program is th: 
Reddy Kilowatt All-Electric Farn 

| Award. It's a plan for recogniz 

| ing farms which have modernizec 

| to the point where the majori* 

of the work both within and wit! | 
out the heme is done electrical! 

| When a farm qualifies, there's 


special ceremony, much loc: 
| publicity. 
Our cover photo shows Far 


Sales Manager Bob Jones (at th 
left), with the Ernest E. Ritt 
family, winners of one of the 195 
citations. A special sign identific 
all Reddy Kilowatt farms. See te» 
of article for details. 
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St your product “on the, menu?” 


A busy fellow, settling for a sandwich and a coke, 
is hardly a gourmet. At the same time (even on 
his lunch half-hour) he’s liable to be mighty 
choosy about tools and equipment for a new pro- 
duction line. 


Preferred by production executives for “spur of 
the moment” or more concentrated reading, MOD- 
ERN MACHINE SHOP is a proven producer. 
Men who purchase, specify, recommend or influ- 
ence the buying of equipment and supplies in 
metalworking plants read and rely on MODERN 
MACHINE SHOP. 


Ready Now! _.. your copy of “High- 
way to Metalworking,” comprehensive, 48- 
page study of market.and media facts. Write 
today. 


DECEMBER 1, 1952 


Editorial material has an authentic, practical view- 
point... helps production executives do their jobs 
better. MODERN MACHINE SHOP has the in- 
dustry’s biggest audience with over 40,000 circula- 
tion. It has a plant coverage of 28,000 individual 
plants receiving one or more copies... larger than 
the /otal circulation of many leading metalworking 
publications. 


For maximum readership 
and results, put your 
money where your mar- 
ket is... in © 


MODERN MACHINE SHOP 
431 Main St. Cincinnati 2, Ohio 


troduced this year to dramatize— 
and glamorize—electrical farm living. 
It’s the “Reddy Kilowatt Farm’’ pro- 
gram. 

Basically, it’s a plan for spot-light 
ing farms in central eastern Penn- 
sylvania which have modernized to 
the point where they can accurately 
be described as “all-electric” opera- 
tions. Qualifications for recognition 
as an “RK Farm” vary slightly ac- 
cording to the type of farm. On a 
dairy farm which has earned RK 
rating, for example, the farm home 


ny, 


includes this electric equipment: pres- 
sure water system, range, water heat- 
ers, refrigerator, dishwasher, freezer, 
and laundry equipment. The “out- 
side’ equipment includes: milker, 
cooler, ventilation fan, dairy water 
heater, pressure water system, barn 
cleaner, lighting, drinking cups, hay 
finisher, and milk house heater. 
Farms are “nominated” for RK 
recognition by any farm sales repre- 
sentative. The installations are re- 
viewed, the findings submitted to a 
board of judges, and if all qualifica- 


tions are met, the farm earns the 
RK designation. It is identi/ied by 
an attractive 2’ x 3’ sign in a suit 
able location, with the name of the 
farmer and registration number. 

There is a ceremony on the farm 
when the award is made, con lucted 
by a Penn Power & Light official, 
and usually attended by agricultural 
leaders, representatives of farm or 
ganizations, the press and the radio, 
From time to time thereafter these 
farms are used as show places by 
Penn Power sales representatives who 
may want to demonstrate some type 
of equipment in use. ‘Testimonials 
from the farmer are often used in 
advertising. Any RK _ award, of 
course, generates a huge amount of 
favorable local publicity. 

In 1952 it is expected 12 farms 
will be cited for “all electric” honors, 
This phase of Penn Powers public re- 
lations is to be a continuing one. 

The figures on sales volume and 
broken quotas are testimony enough 
to what can be accomplished in the 
farm market when the sales man- 
agement is skillful, the leadership is 
strong, and the men in the field are 
given the proper techniques and in- 
centive to work. But the payoff for 
Penn Power comes in terms of elec- 
tric load. 

Of the total KWH output of Penn 
Power, (3,714,364,000 for 1951; an 
estimated 3,928,000,000 for 1952), 
the farm department accounts for 
149,000,000, or 3.8% of the whole. 
Since 1945, here is the way farm 
KWH _ consumption has been in- 
creased by aggressive selling: 


Total Kwh, Kwh average, 
farms per farm 


1945 57,344,345 1,810 
1946 66,606,165 1,884 
1947 80,039,872 2,084 
1948 94,118,896 2,361 
1949 111,104,900 2,756 
1950 118,063,425 294 
1951 133,268,108 3,729 


1952 (est. ) 149,000,000 249 


One of the recent month! 
letins to the field force said: 

“There is not a farmer 
service area who would not 
buy a piece of electrical equ 


that will make his farm mo: 
ductive and more livable. All 


’ is a good intelligent salesman 
him find the excuse to buy.” 
Edward ENTERPRISES 
| (For two unusual sales tools develc 


PP&L for the use of farm sales rep 
tives, see “Tools for Selling," thi 
page !0!|—The Editors.) 


Edward Lamb Enterprises, Inc., New York Office, Hotel Barclay—Home Office, 500 Security Bidg., Toledo, Ohio 
WICU-TV—Erie, Pa.—Headley-Reed Co. WIKK—Erie, Pa.—H-R Co. 

WTVN-TV—Columbus, O.—Headley-Reed Co. WTOD—Toledo, O.—Headley-Reed Co. 
WHOO—Orlando, Fla.—Avery-Knodel, Inc. ERIE DISPATCH, Erie, Pa.—Reynolds-Fitzgerald, Inc 
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he St. Louis Post-Dispatch is the dominant sales 
influence in the important industrial and retailing 
market of St. Louis. 


if the heart of the Central Mississippi Valley, this 
| newspaper offers you the most thorough and most 
F economical coverage available of this highly produc- 
‘tive area.* 
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ALVEY 


B. W. Alvey, supervisor of Frigid- 
aire’s water heater sales has been ap- 
pointed manager of rural sales, Ap- 
pliance Sales Department. He’s been 
in the appliance sales field for 28 
years, joined Frigidaire in *45 ... 
Three new v-p’s of Kudner Agency, 
Inc. have been created to meet the 
agency's increased responsibilities in 
the Michigan area. “They are Martin 
B. Rice, Richard J. Farricker and J. 
W. Millard . . . New sales manager, 
John Oster Manufacturing Co., is 
G. W. Orr... Julius Kayser & Co. 
recently created a Southern Division. 
Charles E. Lichtenberg has _ been 


named to head it. 


D. T. Buchanan has been named man- 
ager of the Advertising and Sales De- 
partments, Goodyear Tire and Rub- 
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People and 


Their Ideas 


ber Co. G. C. Cartwright and H. F. 
Cook will be ad managers of Gen- 
eral Products and ‘Tire Departments 
respectively. 


Look Into the Future 


“American industry will soon have 
enough producing capacity to raise 
living standards beyond our fondest 
dreams,” said J. M. McKibbin, West- 
inghouse v-p. “Selling must be 
geared, however,” he added, “to ex- 
panding production machinery if we 
are to keep factories running and 
employment up. Since 1942 salesmen 
in this country have increased only 
18%. Volume of goods sold, how- 
ever, has increased 80%.” 


Lorillard's Sales Department 


“ce 


. . . our Sales Department has its 
own specialized section for recruiting, 
training and developing personnel— 
through positive job descriptions, job 
evaluation and merit ratings. As a 
result, in the first year of its opera- 
tion, 27 key promotions were made 
within our own sales organization— 
on merit and merit alone.” Robert M. 
Ganger, president, P. Lorillard Co., 
in a speech to New York Society of 
Security Analysts. 


Sales Management Responsibilities 


R. F. Sentner, assistant executive v-p 
—Commercial, U. S. Steel, listed 
seven responsibilities of sales manage- 
ment at a conference in Ohio recent- 
ly: “The first and basic responsibility 
is in all phases of sales management 
to aim for profits on a continuing 
basis rather than for volume alone. 
The second . . . to make full and ef- 
fective use of the staff part of our 
sales organizations ... the third... 
the responsibility for planning distri- 
bution ... the fourth. . . to integrate 
the entire sales organization, includ- 
ing the salesmen in the field, into the 
distribution plan . .. the fifth... is 
the responsibility for actively partici- 
pating in the planning of producing 
facilities . . . The sixth . . . to serve 
the public interest . . . The final and 
overriding responsibility of sales man- 
agement is to provide leadership.” 


HILBRANT 


R. E. Hilbrant, sales manager of Col- 
gate-Palmolive-Peet’s “Toilet (Goods 
Division, has been promoted to pro- 
motional and merchandising manager, 
a new post... Manager of the newly- 
created Market Research Section of 
Elastic Stop Nut Corporation of Amer- 
ica is John G. Holschuh . . . Glenn 
Clark has been appointed director of 
management development of Whirl- 
pool Corp. . . . Formation of two 
new major divisions of Durkee Fa- 
mous Foods, to bring about greater 
concentration in important marketing 
regions has been announced. Nestor 
B. Betzold has been named general 
manager of sales and operations of 
the new Eastern Division, Richard J. 
Hauer of the new Southeastern Divi- 
sion and Elmer L. Weber has the 
newly-created post of advertising and 
merchandising director . . . Recently 
named Western Division manager for 
SoundScriber Corp. is Frank G. Mac- 
Ilroy . . . New national sales manager, 
S & W Fine Foods, Inc., is Lowell E. 
Tjaden. He was the former general 
sales manager of Dan River Mills... 
Eleanor Pollack is editor of Maciad- 
den Publications’ new Family Life. 


; 
é 


BRISTOL | 


Lee H. Bristol, Jr. has been named 4- 
vertising manager of Bristol-M. «rs 
Products Division. 
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I. iggest quarter in Redbook History? 


ublisher s estimate for the 3rd quarter of 1952 places REDBOOK S circulation at 


_ booming 2,072,000. This means that... 


rst 2 months of I99o2 average 2.010.000! 
\.B.C. figures for the first half are a matter of record. Combined with the publisher's 


3rd quarter estimate they make REDBOOK’S more than 2 million circulation 


average a matter of significance to advertisers. Plus... 
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;00ds ce ad 
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\ mer- | | 
Slenn In August 1951 REDBOOK raised its newsstand price 40% —from 25¢ to 
or ot 
V hirl- 395¢ per copy. In 1952... 
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a October 1951 issue. 
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ently 


for | me Young Adults? 


Vewsstand sales on the August and September 1952 REDBOOK exceeded each of these 


35¢ issues in 1951. October 1952 newsstand sales will exceed those on the 35¢ 


Mac- 
lager, ; : : . - 
ell E. REDBOOK’S latest survey points up the rosy-red vigor of its Young Adult readership. 
‘neral 
axa 
ic fad- 


Life. buyers—at 35¢ per copy. 


This vital 18-to-35 age group represents 7 out of 10 of all REDBOOK newsstand 


ass medium tor Young Adults 


THE VITAL YEARS SRR eC ROR THE ViTAL MARKET 


Redbooks 


America’s ONLY Mass Medium for Young Adults “7 2,000,000 Circulation... More than 5,550,000 Readers 
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“Sister, how old will | nave to be before | 
can wear Airmaids and have boy friends?” 


New beauty for your 
legs in the sheer 
exquisite charm of 
delicately scented 


More Nam 


Address Adkdress 


Store Name 


Store Name 
Address Address 


Store Name 


Store Name 


Address Address 


Store Name 


4| ° ° q 
Buy Hosieryat These Fine Drug Stores: 


Sore Name 
Store Name 


Store Name 


Address 


Address can be mode. Accept no substitute. 


Address 


CHEESECAKE VS FASHION: When Airmaid salesmen are of- 


fered two kinds of newspaper copy for insertion in media of their 


For 22 years the finest hosiery that 


at your drug store 


of fashion appeal 


She always reme 
the one who _¥# 
gives her 


Smort new shades, 
delicately scented. 
Exquisitely sheer. 
GIFT PACKAGED 
Fomous for 22 
years. Accept 

no substitute. 


Convenient! Airmaids are 
AT YOUR DRUG STORE 


own selection, what happens? Answer: They vote heavily in favor 
(two ads at the right), not cheesecake. 


Airmaid Hosiery Salesmen Select 
Their Own Advertising Media 


A dangerous policy? It hasn't turned out to be so for this 


manufacturer whose nylons sell exclusively through retail 


drug stores. The men have a personal and direct interest 


in proving judgment, seeing that "their" advertising pays. 


Based on an interview by Mary K. Pirie with 
M. M. DONOSKY ° President, Airmaid Hosiery Mills 


Since July 1, 1950, Airmaid Ho- 
siery Mills has let its 20 salesmen 
control 50% of the advertising budg- 
et, mediawise. There’s nothing the- 
oretical about the plan. Salesmen 
don’t merely offer suggestions. They 
actually choose the advertising media 
for their territories. 

And everybody's happy: the sales- 
men, the retail druggists who sell 
women’s Airmaid hosiery and men’s 
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Airmate socks, ties, handkerchiefs, 
and the home office. Says M. M. 
Donosky, president of the 23-year-old 
Airmaid Hosiery Mills, Dallas: “In 
no other way could a salesman be 
made to feel so truly a partner in 
Airmaid operations, as by exercising 
control over that important sales- 
builder: advertising.” 

Sales Manager R. L. Patrick 
points out that since each salesman 


chooses his media, he feels more re- 
sponsible for making advertising show 
results—in sales volume. 

Retail druggists (the majority in- 
dependent) who are Airmaid’s onl) 
sales outlets, like the plan. They find 
that salesmen usually choose media 
that have special appeal to customers 
in their territories. 

Despite lower prices on some «*ock- 
ing numbers, Airmaid’s 1951 collar- 
volume sales topped 1950 by 0%. 
Unit sales for ’52 will exceed hose 
of ’51. For these gains exec tives 
give considerable credit to the new 
advertising plan. 

Most companies would hesit 
let salesmen control so much 
tising money, fearing they might 
to local pressures, buy space in a 
worthless media. How does it 
out at Airmaid? “Very few fr 
choices are made,” says Adve 
Manager Dorothy Cantrell. 
sionally a request comes in, wh 
first glance looks unwise. Rece: 
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(1952 Sales Management Survey of Buying Power) 


TOTAL BOOTH 
ABC NET PAID, 


418,032 


* MUSKEGON 
SAGINAW « 
CRAND RAPIDS 


KALAMAZOO 


JSACKSOM 


FOR NEW MARKET FOLDER CALL NEAREST BOOTH OFFICE—A. H. Kuch, 
110 E. 42nd Street, New York 17, New York, Murray Hill 6-7232 The 
John E. Lutz Co., 435 N. Michigan Ave., Chicago 11, Ill., Superior 7-4680 


i total Michigan retail 
Sales areinthe 8 Booth 
Michigan Newspaper Markets! 


. MANKM ARBOR 


* FLINT 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


EMBER 1, 1952 
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CALL IT... 


in fuomee 


t’S AN in appealing 
advantage of 
THE DALLAS NEWS 


e Nothing under the sun’s so stimulat- 
ing to romance as the mesmerizing influ- 
ence of a full moon. 


. and nothing in North Texas is as 
enhancing to a sales story as the impell- 
ing influence of The Dallas News. Based 
on readers’ trust and respect, The News’ 
way with North Texans is urgent. Con- 
veyed to advertising, it quickens accept- 
ance and rouses sales activity. 


e When you're courting sales in North 
Texas, nothing’s so stimulating as this 
potent influence of The News—upon a 
larger circulation in a larger, 72-county 
market. You’ve a right to anticipate a 
greater return from your advertising in 
The Dallas Morning News. 


DOUBLE DALLAS MARKET 


Morning Hels 


CRESMER & WOODWARD INC. REPRESENTATIVES 
46 


The Background for This Story: 


Back in 1929 a Texas druggist somewhat doubtfully offered 
Airmaid hosiery—silk, in those days—to an equally doubtful custom- 
er. That is believed to have been the first time hosiery was sold in 
a drug store. 


The stockholders of a small hosiery mill in Dallas, Texas, had 
decided to discontinue the brand of stockings they had been trying, 
not too successfully, to sell through dry goods stores, and to adont 
a new brand name and a new distribution channel. 


The name Airmaid was chosen because aviation was just beginning 
to fire the imagination of the American people, and some folks even 
thought air travel might some day become popular. A stiff little 
aviatrix standing atop a stiff little plane became the forerunner of 
Airmaid’s present famous trademark. However, the company itself 
did not take the name Airmaid Hosiery Mills until 1948. 


The retail drug store was chosen as the new sales outlet, because 
it stayed open longer hours than dry goods or department stores. 
And it was obvious that the retail druggist needed another merchan- 
dise line to offset the drift of his traditional lines toward other types 
of retail outlets: grocery stores, including the then comparatively 
new super markets. 


Pioneer Airmaid salesmen had to overcome considerable sales 
resistance. Druggists objected to buying Airmaid’s clear-view display 
case, which they considered a silly innovation. They disliked Ai: 
maid’s slightly higher prices, necessitated by the high quality of the 
hosiery and protected by dealership agreement then as now. 


But Airmaid hosiery, once placed in a drug store, proved unexpect 
edly salable. One druggist told another, and the demand grew fron 
druggists ahd consumers alike. Today, Airmaids—now sheer Du 
Pont nylons—are found in drug stores in every state, and Airmaid 
does a business running into millions of dollars annually. 


Early in 1950, Airmaid Hosiery Mills’ growing pains brought 
about a general reorganization. M. M. Donosky, formerly a directo 
of The Dallas Morning News and treasurer of that company, as 
well as principal owner of several county seat newspapers in Texas 
became president of Airmaid. Sales-promotion-minded R. L. Patrick 
who for some years had been an Airmaid district sales manager 
was made general sales manager by the new president. Shortly there 
after Miss Dorothy Cantrell, who had had sales promotion an 
advertising experience on Philadelphia and New Orleans newspapers 
then with a Dallas advertising agency, became advertising manage 


salesman asked us to use practically 
all of his appropriation for airplane 


tising for a quality product such as 


man has final say.’ This sal: 
probably took a cue from the fa 


banners over football stadiums—ban- all Airmaid color names ha 
ners spelling out ‘Airmaid Hosiery at “air” connotation. Current 

Your Drug Store.’ We did not be- colors” are Horizon, Sunbreeze 
lieve this was the right sort of adver- glow, Startime, Aloft, Airshee: 


Sometimes media selection 


Airmaid and I wrote asking the sales- 
man whether he wouldn’t care to re- 
consider. But the salesman replied 
that he still wanted airplane banners ; 
he felt sure they'd prove the most 
effective medium in his territory. 

“So he’s going to get airplane ban- 
ners,’ concludes Miss Cantrell. “On 
territorial advertising media, the sales- 


sents the combined judgment ot 
man and home office; but the 
man participates in all the steps 
ing up to the final decision, < 
completely sold on it. One ma 
metropolitan area asked for TV 
certain station. Finding its 

would allow only a very li 
schedule, Miss Cantrell asked w 
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/ OF ALL FARMS ARE 
OWNER OPERATED 


(NATIONAL AVERAGE IS ONLY 57%} 


IN THE PACIFIC NORTHWEST 


There’s more sales potential for you in the billion dollar Pacific Northwest (compared with national averages) 
farm market—for two important reasons: 28% more farms ate operated by full owners 


n 1—Average income per farm is higher. Cash receipts in 1951 average $8,086 . : 
yu —$1,890 above the national farm average. During the last ten years, 23% more farms have automobiles 
id average receipts per farm amounted to $62,007—$17,869 above the na- 519% 
tional average. Yo more farms have trucks 
2—More ieee oe the tomes | Ser comete, Over FES oe full owners— 29% more farms have tractors 
compared with the nationa -ownership figure 0 0. 13% n H 
. With more money to spend, and with pride of ownership providing keener 37e more farms have combines 
incentive for improving their farms and homes, the farmers of Washing- 10% more farms have pick-up hay balers 
as ton, Oregon, Idaho, and Utah are better customers. Census data reveal “ 
S a so = more ag gee as vases, farm eee oor 4|%> more farms have telephones 
k electrical appliances than the average U. S. farmer owns. And “ t’s o7, .: 
Being Bought in 1952” buying intentions figures show continuing brisk 17% more farms have electricity 
demand for these and all kinds of other manufactured goods. 23% more farms have electric washers 
To sell more of YOUR product in this bi market of prosperous farm owners, 133% more farms have electric water heaters 
give your advertising the advantage of the dom- “# z 7 
inant coverage, deep penetration, and unequaled 37% more farms have electric feed grinders 
reader influence of The Washington Farmer, 30% moref h lectri 
The Oregon Farmer, The Idaho Farmer, and © more farms have electric water pumps 
The Utah Farmer. 107% more farms have electric chick brooders 


Source: 1950 Census of Agriculture 


ADVERTISING REPRESENTATIVES 
.Western Associated Farm Papers, Chicago, New York, San Francisco 


; GENERAL OFFICES: Spokane, Washington 
STATE OFFICES: Seattle, Portland, Boise, Salt Lake City 


NET PAID CIRCULATION OVER 190,000 EACH ISSUE 
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MILES OF 
MOVING EXPERIENCE 


NATIONAL van tines, inc. 


Introduces the FINEST 
MOVING EQUIPMENT 
SS 


e RAIN-PROOF e¢ DUST-PROOF 
Also the finest packing and protective 
equipment, your household possessions 
travel any distance in absolute safety. 
YES SIR ... for the best moving serv- 
ice, contact your nearest National office 
or agent—refer to the yellow pages in 
your telephone book. 
pE AGENCY org 
ov wi AN Zaroy 


aw 


san Francisco “tail NEW YORK 


NATIONAL VAN LINES :. 


SACRAMENTO 
LOS ANGELES 
® 


WASHINGTON, D.C. 
DALLAS 


Exec. Offices: 2341 Irving Park Road, Chicago, III. 
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ONALLY BY THE BRANHAM CO. | 


er he didn’t want to reconsider. 
Whereupon the salesman made his 
own detailed, on-the-spot investigation 
of local radio and TV stations—then 
willingly abandoned his original re- 
quest. Instead, he asked for time on 
a low-rate suburban radio station he 
had found. And on a different TV 
station from the one first requested, 
he now recommended a good partici- 
pation program into which Airmaid 
could buy at reasonable cost. The 
home office agreed enthusiastically 
with his revised advertising plan. 
Airmaid executives say that in 
choosing media, salesmen show little 
personal bias, but are extremely sensi- 
tive to customer reaction. “Response 
to various advertising stimuli differs 
geographically,” comments Donosky. 


Airmaid's Price Policy 


Since 1929 Airmaid hosiery has 
been sold direct to retail druggists 
only by Airmaid’s own sales repre- 
sentatives. Airmaid selling is service 
selling, with the salesman always alert 
to help the druggist make money on 
Airmaids. For instance, he knows his 
advertising should keep stocks mov- 
ing. Besides being good business for 
the druggist this cuts down returns 
of merchandise to the home office. By 
dealership agreement, all five Airmaid 
price lines (currently $1.35, $1.50, 
$1.65, $1.85 and $1.95) have to be 
sold as marked. The druggist’s profit 
margin averages 40%. Since he cannot 
clear out-of-season colors by reducing 
prices, the Airmaid salesman hands 
his dealer a credit memorandum to be 
applied on the purchase of new mer- 
chandise—and the druggist ships any 
leftover merchandise to the company. 

Airmaid changes colors twice an- 
nually—spring-summer and _ fall-win- 
ter. But “Flying Colors” are kept 
flexible by adding a new shade in 
mid-season when necessitated _ by 
changing style demands. 

Salesmen’s media selections run the 
gamut of highway posters, radio, TV, 
newspapers, streetcar and bus cards. 
Some advertising money—though not 
an excessive amount—goes into mer- 
chandise prizes for giveaway radio 
shows. In newspaper advertising, the 
salesman chooses from two styles. The 
“fashion series” shows lovely girls 
with long, slender legs sheathed in 
beautiful stockings — and uses the 
slogan, “They’re Airmaids.” The 
“cartoon series” gently kids the wear- 
ers of all nylon stockings, including 
Airmaids. A typical “cartoon” news- 
paper advertisement shows a woman 
reclining on a_ psychiatrist’s couch, 
while the learned specialist renders 
his diagnosis: “there’s nothing wrong 


with you that a pair of 


irmaids 

won’t cure.” 
Though men are suppose! to be 
biased in favor of humorous « dvertis. 


ing, Airmaid salesmen show a twy. 
thirds or three-fourths preference {o; 


the fashion series. They view adver. 
tising from a dollars-and-cent: stand. 
point. 

In media other than newspapers 


Airmaid salesmen have no choice of 


copy or art work. Highway posters, 
car cards, point-of-purchase displays, 
etc., get one-style treatment (of fash. 
ion type) in order to cut promotion 


costs. 

Airmaid territorial advertising copy 
is placed direct from the home office 
or from ‘Taylor-Norsworthy, Ine, 
Dallas advertising agency. But the 
medium always is advised that it was 
chosen by the Airmaid salesman, and 
the salesman contacts the medium to 
insure maximum cooperation. 


What Kinds of Advertising? 


Airmaid keeps salesmen informed 
and sold on its over-all advertising 
program. This program falls into 
four main divisions: 

1. Umbrella Coverage in National 
Magazines: The schedule, started 
four years ago, has been increased 
gradually. For fall and winter ’52 it 
includes Glamour, Seventeen, Made- 


moiselle, Charm, The American 
Magazine, Cosmopolitan, Redbook, 
Sunset, Photoplay. Each _ national 


magazine advertisement reminds won- 
en: “Buy Airmaids at Fine Drug 
Stores Coast to Coast.” 

2. Territorial Advertising: This 
division, in which salesmen choose 
media, gets about half of Airmaid’s 
total appropriation, Each man’s terr'- 
tory is allotted the same amount oi 
advertising money, because each has 
about the same sales potential. \hile 
some of the 48 states have sparser 
sales-outlet coverage than others, this 
factor is taken into consideration in 
apportioning territories. 

3. Dealer Advertising: 
uses practically all of the dr 
regional publications, and two 
al ones. In Drug Topics, the con- 
pany frequently uses a 2-page color 
insert tipped into the magazire. At 
least once a month, a direct m: | pro 


A “rmaid 
rgists 
ation- 


motional piece goes to druggist» from 
the home office. 
4. Point-of-Purchase Mat rial: 


prepared by Miss Cantrell, it + sup 


plied generously to druggists. .t i” 
cludes package inserts, v dow 
streamers, counter cards, and «dver 
tising booklet (in color) for th: drug: 
gist to use beside his Airmaid — pla! 
case as a shopping guide for c stom 
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ers, Th: fall-winter 1952-53 booklet 
gwatches -he season’s “Flying Colors” 
and des vibes “Airmaid Styles for 
Every Costume” and Airmaid’s spe- 


cial ma’ facturing processes. 

Airm: ‘d's biggest selling problem is 
the imp’ «ssion many women have that 
“drug store stockings” are cheap, to 
be bou only in emergency. Chief 
aim of «dvertising and sales promo- 
tion is (0 open Mrs. Average Con- 
symer's cyes to the fact that Airmaid 
nvions are perfect quality, flawless in 


fit, glamorous on the leg, fashion-right 
in color and styling—and as long- 
wearing as sheer stockings can be 
made. 

Packaging helps to tell the quality 


story and turn the emergency custom- 
er into a regular customer. Suppose 
a woman, having snagged her last 
pair of stockings after department 


stores close, runs over to the drug 
store and buys her first Airmaids. 
Before she even takes them out of 
their cellophane envelope she notices 
a delicate perfume (which _ lasts 
through about three washings). Pres- 
ently she unfolds her Airmaids from 
around an advertising insert—which 
points out their exclusive features and 
offers replacement “if faulty in work- 
manship or materials.” 


CHIVAS REGAL 
CHRISTAAS 
FUNG 


\’ DNEY TO BANK ON: Chivas Bros. 
Imp -+ Corp. is furnishing its distributor 
sale men with this piggy bank, fashioned 
as — miniature city mailbox. The idea, 
per of a promotional drive for Chivas 
Re Scotch whisky, is to encourage 
sai: nen to make the most of their sales 
Op: rtunities to push this brand. Philip 
J. clly, v-p, suggests that the salesmen 
say commissions for Christmas gifts. 
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SOUTHERN RAILWAY 7 SYSTEM 
Builds South’s Largest Freight Yard 
in the BIRMINGHAM DISTRICT 


Birmingham’s position as the South’s transportation and distribu- 
tion center has been reinforced and vastly amplified by the recent 
completion of the Southern Railway System’s new multimillion dollar 
Ernest Norris freight classification and forwarding yard. This newly- 
opened freight yard is the most modern in the world and largest in the 
South. It affords complete facilities of the very latest ‘‘push button’’ 
type for rapidly receiving, classifying and forwarding cars and for 
running repairs to Diesel locomotives and cars. 


The new yard occupies a 500-acre tract, six miles from downtown 
Birmingham. It contains 92 miles of track, capable of handling 2,533 
cars at one time. 


Speaking recently in Birmingham about this great development, 
President Harry A. DeButts said: 


“This is one of the most important projects ever undertaken by our 
railway. Construction of the new yard was dictated by the heavy increase 
in traffic volume in the Birmingham area and the surrounding Southeastern 
section of the U. S. A. It is an expression of our confidence in the con- 
tinuing industrial development of the fast-growing Birmingham district. 
This new yard now makes available some very choice industrial sites on 
our Birmingham property. Information about these will be furnished 
on request.” 


* * * * * * * 


The Birmingham Committee of 100 or any of the 
undersigned members of its Executive Committee 
invites inquiries from those interested in the estah- 
lishment of industries, warehouses or branch 
offices in the central Birmingham district, from 
a cect which growing Southern markets can be served 
SOF most rapidly, advantageously and economically. 


BIRMINGHAM COMMITTEE OF 100 


1914 Sixth Ave., N., Birmingham, Ala. 
Executive Committee 


Gordon Persons William P. Engel Claude $. Lawson J. C. Persons 
Governor President President President 
State of Alabama Engel Companies United States First National Bank 
Bradford C. Colcord w. W. French, Jr. Pipe & Foundry Co. O. W. Schanbacher 
es ‘ pect m President 
Woodward Iron Co. joore-Handley 
John S. Coleman Hardware Co. Thomas W. Martie —— —_—* 
President Clarence B. Hanson, Jr. alum of the Goaed 

os : 4 Alabama Power Co. 
Birmingham Trust Publisher Mervyn H. Sterne 
National Bank The Birmingham News Sterne, Agee & Leach 
Donald Comer W. H. Heover Fred Osborne A. V. Wiebe! 
Chairman of the President President President 
Executive Committee Employers Insurance Sloss-Sheffield Tennessee Coal & Iron Div. 
Avondale Mills Co. of Alabama Steel & Iron Co. United States Steel Co. 
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Long before you begin to think about layout, you have to study youl 
prospects’ information needs and determine what should go into youll ¢} 
catalog. That’s where catalog design really starts, because format calc: 
never offset the shortcomings of inadequate contents. 


3 
It will help you to ask yourself such questions as: What kind ¢g 
prospects will use this catalog? Which of my products do they bu§ = 
u 
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industrial marketer's 
basic 
catalog needs 


/ 
ay design 

to provide the specialized in- 
formation needed by buyers 
in specific market groups, 
make this information easy 
to find, and prompt the de- 
sired buying action. 


[_] production 


to meet quality standards at 
reasonable costs. 


[_] market coverage 
to reach all important poten- 
tial buyers, to the point of 
diminishing returns. 

How do they use them? What do I want a prospect to do after he com 

sults this catalog? 


Then, through your answers, you begin to see your catalog in action 
doing the job you expect of it—helping buyers to buy from you. Yo 
won’t be satisfied to make your catalog a mere “‘enumeration of items:' 
You will be sure that it interprets your products in terms of your pr ‘ 
pects’ needs— also that it tells how to take the next buying step. 


[] accessibility 
to capitalize buying interest 
immediately. 


[_] coordination 


If you have different groups of prospects with different needs, yo 
to improve performance of 


will consider the advantage of designing specialized catalogs —onefm ; 
each group. A good many industrial marketers have found this plat 
both effective and economical. 


the catalog, along with that 
of advertising and personal 
selling, in an over-all mar- 

Good catalog design contemplates first, a definite objective, the 
planning each step toward that objective. This is the basis of Sweet’ 
approach to its clients’ catalog design problems. 


keting plan. 


Help on any one or on all of these cat- 
alog needs can be supplied by Sweet's 
design, production and distribution 
services. 


, ' S TL 
Sweet's Catalog Serv:ce 


designers, producers and distributors of manufacturers’ market-specializ:‘ catalog 
DIVISION OF F. W. DODGE CORE > RATIO 
119 WEST 40TH STREET, NEW YORK 18, N:W YOR 
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here's 10W Sweet's works 
with industrial 

markecars to 

help tiem 

design catalogs: 


1. Helps analyze products, markets, 
and marketing procedure to deter- 
mine which specific buying groups 
require separate catalogs. 


2. Helps determine the scope of 
information to be included, consid- 
ering the buying stage at which it 
will be used, the buyer’s informa- 
tion needs, and the kind of buying 
action desired, e. g. specification of 
the product, invitation for a sales 
call, direct order. 


3. Helps organize contents so that 
grouping and sequence of subject 
matter will make a catalog easy to 
use and to understand. 


4. Prepares rough dummy with 
format, captions, copy and cuts in- 
dicated; incorporates complete spec- 
ifications into a finished dummy. 


Sweet’s has had a lot of experience in 
the determination of the content and 
format of catalogs specialized for the 
separate information needs of buyers 
in five separate markets: 


© plant engineering 


* product engineering 

® general building 

® industrial construction 
light construction 


¢ 


Advertisement 


How We Get What We Need 
In Catalog Design 


by N. A. SCHUELE, 


Advertising Manager, Revere Copper & Brass, Incorporated 


In the 30 years we have retained 
Sweet’s Catalog Service, we have 
come to regard them as an impor- 
tant adjunct to our catalog depart- 
ment and depend on them for 
specialized needs in the catalog line. 
The need that comes first to mind, 
because it is the starting point for 
good catalog performance, is prepa- 
ration of the right kind of catalogs 
for many of the markets in which 
Revere products are bought. 

The most recent example of such 
a catalog (we have nine) is the one 
describing Revere aluminum. This 
was an exacting job, requiring a high 
degree of design skill and consider- 
able inventiveness in order to make 
it both useful and visually attrac- 
tive. As usual, the finished catalog 
met all the requirements and ful- 
filled our expectations. 

In consultation with Sweet’s we 
laid down the specifications for this 
job somewhat as follows: 

Objective—to create opportunities 
for Revere salesmen and technical 
advisors to consult with prospective 
customers on the application of 
Revere aluminum products to their 
specific needs. 

Scope — a specialized presentation 
for engineers concerned with prod- 
uct design; comprehensive enough 
to indicate the wide variety of ap- 
plications, but making no pretense 
of being a complete engineering 
handbook. 

Content—advantages of aluminum 
as a material; application of Revere 
extruded shapes, tube and pipe, 
coiled sheet; properties of Revere 
aluminum alloys; fabrication meth- 
ods and resulting excellence of 
product; manufacturing facilities; 
Revere’s qualifications as expert 
technical advisors; how and where 
to get their advisory services. 

On receiving this assignment, a 
Sweet’s consultant, working with 
our own catalog department, went 
to our Aluminum Division in Balti- 
more where he spent several days 
consulting with our research, pro- 
duction and sales people, returning 
with a large amount of information 


and material which he then pro- 
ceeded to sift and to organize in 
rough preliminary form. This was 
probably the most difficult and time- 
consuming phase of the work, on 
which the success of the catalog 
depended. 

We soon reached agreement on the 
general format of our new catalog 
and from this point worked closely 
with Sweet’s to check all data for 
accuracy. Then came the matter of 
final layout. 

There is no good reason why 
utility must go hand in hand with 
drabness. Moreover, especially as 
many people did not associate 
Revere with aluminum, we wanted 
this catalog to have as much visual 
interest as possible, consistent with 
good taste. 

Here again, Sweet’s came up with 
the right answer. Employing a free 
style, unconventional but certainly 
not fancy, they developed a pattern 
in which content and layout com- 
plemented each other in pleasing 
and stimulating form. Color—black, 
blue and aluminum—played an im- 
portant part in the general effect. 

The front cover of the catalog 
quickly identifies the products with 
the producer. The first two-page 
unit offers a quick summary of the 
advantages of aluminum and _ of 
Revere’s practical experience in the 
non-ferrous metal field. Illustrations 
show typical applications. A_ brief 
index serves as a guide to contents. 
The following three spreads (or 
visual units) deal respectively with 
extruded shapes, tube and pipe, and 
coiled sheet. Each carries illustra- 
tions of applications to specific prod- 
ucts. These are followed by a table 
giving properties of a variety of 
aluminum alloys and the forms in 
which they are available. The back 
cover gives information on Revere 
Technical Advisory Service and a 
list of division offices and mills and 
also district sales offices, including 
addresses, telephone and teletype 
numbers, by means of which inter- 
ested prospects can get in quick 
touch with our nearest office. 


SMOOTH AND CREAMY: Mechanical pumping of vanilla wafer 


dough performs a further creaming beyond the usual mixing. 


“Bring a Barrel of Your Material... 
Weill Tell You If It's Pumpable” 


Specifically, Alemite offers skeptics the opportunity to 


see for themselves if the new Versatal pump will handle 


their sticky and heavy raw materials. Many are prospects, 


but the company is concentrating on the baking industry. 


Based on an interview by C FRED SAVAGE with 
DAMOND P. WOODLEE -* Sales Mgr., Versatal Equipment Div. 


Alemite, Division of Stewart-Warner Corp. 


If the jam in a fig bar or jelly roll 
tastes creamier these days, maybe it’s 
because an Alemite Versatal pump 
was used in the filling operation. 
Should this be the case, you can give 
odds that, besides being creamier, it’s 


52 


more sanitary. 

The Versatal is Alemite’s new in- 
dustrial pump which came into being 
quite by accident, gained early accept- 
ance in the automotive field for spray- 
ing undercoating, and now is causing 


the biggest stir in the baking 


since the four-and-twenty b 


were baked into a pie. 

Pumping material, whic! 
fore was unpumpable, for tl 
industry—as well as other 
fields—is opening new ma 
Alemite equipment, increas 
potential, adding stabilizatio: 
diversification, and dumpin 
lion dollars per year in the 
till. 

Customers and prospects 
covering new product appli 
a record clip. More than 20 
applications are now known 
Damond P. Woodlee, Vers 
manager, “our pumps are | 
to at least three times that 

. all of which are unknow 
If Versatal’s past history, m 
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One of many ways Alemite is selling Versatal pumping equipment 
by improving production and saving money in the baking industry. 
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The advertiser using “national” maga- 
zines exclusively is undoubtedly convinced 
that he is placing his advertising where it 


will do his retailers the most good. 


His retailers know different. They know 
that national magazine advertising can’t be 


timed to their selling seasons or to their 


A QUESTION FOR THE ADVERTISER USING NATIONAL MAGAZINES EXCLUSIVELY: 


national magazine reaches only 15% of the 
families . . . while the Locally-Edited 
Columbus Dispatch Magazine has 87% 


coverage! 


That’s the “rational” answer . . . Maga- 
zine Advertising at the Local Level! Take 


your retailer’s advice, test your next maga- 


merchandising periods. They know it can’t zine schedule at the local level . . . in the 
do a complete selling job for them because thirteen markets served and sold by 
it reaches so few of their customers. Take LOCALLY-EDITED GRAVURE MAGA. 
Columbus for example. Here the leading ZINES. 


Atlanta Journal and Constitution 
The Nashville Tennessean 
MAGAZINE Seachain Ginna 
ADVERTISING Columbus Dispate 
AT THE Denver Post 


LOCAL LEVEL : Houston Chronicle 
ITED “TRAVURE MAGAZINES (insienany 


Louisville Courier-Journal 
Indianapolis Star 

St. Louis Globe-Democrat 

San Antonio Express 

Columbia State 

New Orleans Times-Picayune-States 
Toledo Blade 


TOTAL CIRCULATION OVER 3,300,000 COPIES WEEKLY 


or more information about these 13 weekly newspaper gravure magazine contact 
ne of the following representatives. The Branham Co., The John Budd Co., Cresmer 
& Woodward, Inc., Jann & Kelley, Inc., Kelly-Smith Co., Moloney, Regan & Schmitt, 
>'Mara & Ormsbee, Inc., Scolaro, Meeker & Scott. 
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pump which keeps hopper full of jam. 


thing, these applications will be known 
before long, and more markets will 
be open. 


On the surface this appears to be 
in ideal sales situation while actually 


it is full of complexities. Markets are 


‘xpanding too rapidly for production 


to keep pace. New product applica- 


+ 
t 


ions, in many instances, require re- 


finements in design. Design changes, 


1 turn, slow down production and 
nake it impossible to build an inven- 


tory of completed equipment. 


The sales department, too, is hav- 
ng its share of problems. Alemite 
sroducts are sold exclusively through 
distributors, all of 


ories. Distributors sell direct to cus- 


tomers or to local jobbers. Approxi- 


nately 200 distributor-salesmen cover 


automotive jobbers, while an equal 


1umber contact jobbers serving other 
ndustrial markets. 

Recognizing that the sale of Ver- 
atal equipment depends largely on 
he effectiveness of a demonstration, 
\lemite established a series of dem- 
ynstration patterns for use in the field. 

A distribution system, such as the 


me described, however, precludes 


that training distributor salesmen in 


lemonstration procedure is, if not im- 


possible, at least highly impractical. 
What, then is the answer ? 


Alemite solved the problem by send- 
ng its 15 regional sales managers— 


all of whom are well acquainted with 
Alemite products—through an inten- 
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FIVE THOUSAND POUNDS of fig bars per hour on this machine because of the Versatal 


Increased production was the final sales clincher. 


sive training course comprised of all 
known applications of Versatal pumps 
and the proper method for demon- 
strating each. With this new knowl- 
edge the men returned to their re- 
spective territories and began talking 
Versatal. 

At the outset widespread contacts 
among automotive jobbers gave this 
industrial field top priority in sales 
promotional efforts. A detailed market 
analysis later determined the baking 
industry to have one of the largest 
sales potentials, and a shift in concen- 
tration followed. Though Versatal 
equipment still is promoted vigorously 
in the automotive field, the heaviest 
sales work is directed toward the men 
who bake the nation’s bread. 


Materials Handling 


The baking industry, during the 
past 25 years, has become highly 
mechanized. Handling of semi-solid 
materials, however, is one phase of 
the industrv which has defied the de- 
velopment of cost-saving methods. 
Alemite’s product research depart- 
ment found the Versatal pump to be 
ideally suited to solve this major 
problem, so the sales theme devel- 
oped with simplification of materials 
handling as its keynote. 

The great tonnage of raw materials 
used in baking, for the most part, is 
viscous or semi-solid in nature, and 
arrives at the plant in cartons, drums 


ANOTHER SALES ADVANTAGE ... 1% 
waste in materials handling with the power 
ram follower. Scaling of shortening to with 
in a few ounces permits pumping from 
original container, without danger of dirt in 
the product and leaving less than a pound 


and a half of shortening in the bottom. 


and barrels. Transfer of this material 
from its original container to the mix- 
ing vats, hoppers, and eventually t 
the production line feeding the ovens 
is a costly and backbreaking job whe 
done manually. Health and sanitatio 
measures, which must be observed 
further complicate the hand! 
lem. 

It is difficult and time-co1 
to clean sticky material from a drun 
or barrel. Consequently, hui 
thousands of gallons go down th 
proverbial drain in the form of 1 
gredients left in the container atte 
transfer. 

Alemite’s 35 years’ exper ence 


1g prob- 
suming 


eds ot 


designing and building pumps solve 
the problem of cost, speed an: sanit 
tion with the sweeping motion ot | 
pneumatic-rimmed, air-powered tol 
lower plate which fits into t!° drun 
and forces material to the »otton 
wiping sides of even dente: drum 


clean as it goes. Here is an pl 
of a “container-to-use” metho | wh 
is designed to sell. | 

Quality control, another  veap' 


used in the sales demons’ ations 
shows how fig jams, jellies av. trost 
ings are creamed by the pow: actio 
of the pump, thus jelly fi whe 
it hits the cake body. Th -> sales 
points, in addition to being overt 
in demonstrations, are used elling 
topics in an extensive d ma 


campaign. | 
Main sales cry of the di mail 
series, of course, is to get 
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NOW- over 15-000 Theatres 


run Screen Advertising 


Advertise your product dramatically and eco- 
nomically with Spot Movies (film commer- 


ials) in theatres. Movie Advertising com- 
ines sight, sound, action, and color plus 


GIANT SIZE —to give your sales message 


naximum impact. 


The movie audience, attracted by high-priced 
{ollywood talent, is comfortably seated and 
elaxed when your message reaches them. 
This assures virtually 100% attention. 


Today, screen advertising can reach an aver- 
ige weekly audience of 45 million movie- 


goers, covering almost all cities and towns 
with 1,000 or more population. You can pick 
special markets, even special neighborhoods, 
on a completely selective theatre-by-theatre 
basis. 


TIP TO TV ADVERTISERS 


Make your TV film commercials do double 
duty by showing them in the movies in areas 
not reached by TV. 


Get more information. Call or write our near- 
est office. 


MOVIE ADVERTISING BUREAU 


NEW YORK: 70 East 45 St. 
CHICAGO: 333 North Michigan Ave. 
NEW ORLEANS: 1032 Carondelet St. 


by U9ee 


KANSAS CITY: 2449 Charlotte St. 
CLEVELAND: 526 Superior N.E. 
SAN FRANCISCO: 821 Market St. 


My And there’s 
a big differ- 
ence between 

the average good 

newspaper and 
the Champion 

Chronicle. 
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Here’s proof that The Chronicle is the one paper that can do 
the job for you in Houston. 


During the first 9 months of 1952, 


724* EXCLUSIVE NATIONAL ADVERTISERS 
ran 909,515* lines in The Chronicle. 


This is 57% more exclusive business than carried by both 
other Houston newspapers combined. 


*General and Automotive linage, MEDIA RECORDS 


For additional facts about the No. I 
paper in the South's No. 1 market, contact 
your nearest Branham Company Office. 


e Houston Chronicle 


JESSE H. JONES, Publisher R. W McCARTHY, Advertising Director 
JOHN T. JONES Jr., President M. J. GIBBONS, National Advertising Manager 


An ex-Gl bought ar 
mite motor oil pump 


stain. Eventually the 


went to work. Out of 
same laboratory came 
"Versatal" pump. 


jellies, and many others. 


Man Behind the P: mp 


began using it to ‘pray 
sump 
jammed and was broucht to 
Alemite for servicing. Serv. 
ice mechanics conciuded 
that certain refinements in 
product design would elimi. 
nate such clogging while 
pumping stain. The problem 
reached the company’s test. 
ing laboratory, Chicago, 
where research engineers 


Ale- 
and 


this 
the 


Called Versatal because 
refinements made it possible 
to pump many other viscous 
properties such as: water- 
proofing, plastics, sound 
deadeners (undercoating), 
roof coatings, adhesives, 
glue, lard, cookie dough, 
fondant, glucose, —_jams, 


interested in seeing a demonstration 


“The demonstration sells the pro: 
uct,” says Sales Manager Woodle 
“Talk won’t convince a prospect thi 


Versatal equipment will pu 
... a demonstration will.” T 


mp lai 


0 accom: 


plish this objective, the brochure 
state: ‘Want proof of the pudding: 


Try a demonstration!” Inq 


invited and Alemite offers p 


“We'll test your material 
you if it’s pumpable.” Broc! 
notebook size and pre-pun 
easy insertion in catalog bind 
histories of Versatal inst 
showing graphic examples « 
fied and cost saving metho 
with engineering specificat 
performance data, round out 
selling theme of the series. 
Brochures have produced 
tude of prospect queries and 
of drums—filled with everyt! 
peanut butter to pie dough 
mite’s testing laboratory. 
Sales efforts are further a 
through mass sales demo 
staged in metropolitan areas 
out the country. Mass demo: 
take the form of bakery 
which local bakers, both | 
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nvited. Any thought of 


is eliminated by requir- 
‘ket of admission, one or 
s of the prospect’s own 
use in the demonstration. 
yr rather lack of required 
nother sales advantage ac- 
he demonstration. At the 
1 show, pumps are cleaned 
and jelly by merely low- 
into drums of hot water 
yrced through the pumps. 
then disassembled to show 
ith which pumps can be 


and 


serviced. 


Rising 


e costs and tight produc- 
tiles make this a large and 
ding factor in closing the 


the headaches involved in 


doubled,” 


S% 


Woodlee 


ntroducing a new product in a vari- 
ety of specialized fields, Versatal’s 
‘uture looks bright. It has added 
stimulus to the company’s distributor 
organization by opening new jobber 
‘ontacts in the baking and other fields. 
It is expected that Versatal sales soon 
will represent approximately 5% of 
Alemite’s total business and roughly 
8 of the company’s industrial busi- 
ness. “With the overwhelming accept- 
ace of Versatal by the baking indus- 
try, as a solution to a materials han- 


ling problem, the 5% total could 


says. 


“The baking industry alone could ac- 
of all Versatal sales. 
serving the baking industry 
‘count for $5 to $6 million 
tal sales during the initial 
ntroductory period and approximately 
n per year thereafter.” 
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endless chain of good busi- 


on a 


Successful Selling 
for the New Day 
By Harry Simmons 


Every 
who builds up a good customer 
ails to profit from his good- 


a customer 


ect track leading into the 
and 
leading out from it to an- 


natured willingness to help along 
sr is overlooking an effortless 
aluable method of cashing in 


prospect-customer- 
ect bill of lading! What the 

letter did for dimes, the 
awake salesman can build up 
mately in his own business. 


another 


salesman 


here for 


FROM AUTO-TYPIST FILES: 


Let Ewald Mayer tell you... 


“Diver Mail Resu 
Up 300%" 


with Auto-typist 


Sales Mgr., 
Safeguard Corp., 
Lansdale, Pa. 


“The Auto-typist has saved us a great deal of available typing 
time,” says Mr. Mayer. “Our payroll is unchanged, but the 


oP pg: 


Models To Meet 
Every Requirement 


Model 5030 


Operates any type- 
writer. Permits 
pushbutton choice 
of 5-20 different 
letters. 


iz 


Model 5100 


For smaller office. 
Automatic opera- 
tion of any electric 
typewriter. 


volume of letters sent out has been vastly increased.” 
Also: “Our direct mailing results increased 


three times over our mailings without 
the Auto-typist!” 


Sas Sw ati 


Here’s how! Transfer all your routine correspond- 


ence to perforated Auto-typist rolls ... let your 
Auto-typist automatically process each outgoing 
letter, retaining all the attention-getting qualities of 
an individually dictated and typed message. Sound 
easy? It is, and fast, too... one girl with Auto- 
typist equipment can turn out as many as 500 let- 
ters a day! Better find out about Auto-typist today. 


614 North Carpenter Street, Dept. 


) | | . ee AMERICAN AUTOMATIC yang | COMPANY 


on teday 


for free Auto-typist liter- 
ature and full information 
on the Auto-typist line. 


Chicago 22, Illinois 
techies cv ckasSsiaatny cece npalsoe re ANS dara placate a ere aaecneemene eee 
Firm 

Address 


City Zone State 
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Readers’ Service Can How to Put More Meaning into Your How Other Subscribers Use he Sere 


Sales Language (Part I), by William R. (Reprinted from May 10, 195 


* * : : 152 Survey ij 
Furnish These Reprints Kelly. (Price 10c) Buying Power). (Price 25c 
How to Put More Meaning into Your The Survey of; Buying Poser Veien 
PLEASE SEND REMITTANCE with order _— gris tng oe II), by William R. a hae Jay \ 
ily. p 10 . rice 5 
te Readers’ Service Bureau, SALES MAN- 
AGEMENT, 386 Fourth Ave., New York 16, Co-op Ads: Sales Tool or Fraud? by How Good Is the SALES M \xacey; 
N.Y. Reprints may be ordered by number. Philip Salisbury. (Price 25c) Survey of Buying Power? lay \ 
Gould. (Price 10c) 
Do Newspapers Really Sell National 
NEW REPRINTS Advertisers? by James W. Egan, Jr. Do You Treat Canada as Just 4, 
(Price 10c) other Export Market? (Price ‘jc 
265—How to Ask a Question, by Donald 
A. Laird. (Price 5c) ‘ , > , : ' 
Does Increased Promotion Pay Off What Industrial Buyers Exp:«t to Fj 
o” When General Business Is Receding? by in Your Proposal Letters, by Herbert \ 
264— 12 Types of Salesmen I Detest, by Philip Salisbury. (Price 10c) Green. (Price 10c) 
Henry Carlton Jones. (Price 10c) 


Advertising Once Stopped, Gathers The Story Behind Dow’s 3-Step Pron 
Momentum Slowly (Pictograph) (Price tion for “Hidden” Products. (Price | 
MISCELLANEOUS REPRINTS 5c) 

The following miscellaneous reprints are : , : ; Why Training Falls Flat with Reta 
also available, until present limited stocks San-Nap-Pak Proves Effectiveness of Salespeople, by John C. Bancroft. (Pri 
are exhausted. (Price indicated.) Color Advertising in Newspapers.’ (Price " 5c) 

10c) 


75% of Our Sales Engineers Upped 
Industrial Section — Survey of Buying Does It Pay to Repeat an Ad? Tests Earnings with Incentive Pay, by Jams 
Power—May 10, 1952. SM Data on Say “Yes!” (Price 5c) W. Brady. (Price 5c) 

Industrial Potentials in 19 Industries. F 

Price $2.00) 


To Charge or Not to Charge for Sales 8 Traits That Make Salesmen Welcon 
Canadian Edition — Survey of Buying Promotion Materials? (Price 5c) at General Electric. (Price 10c 
Power—1952. (Price $1.00) : 


— . P — " V3 . oO of S ns 
Gifts and Entertainment— Are They How to Cut Waste Out of Salesmer 


wc Te . . . ° ° , > 8 e «© " ° « Se bs . . . A. Sic el, ® 
275—Top-Paid Sales Executives. (Price “Necessary Evils” in Selling? by Lester , —— ae by R. A gel, J 
25c) B. Colby. (Price 10c) FICE Cc) 


How Industrial Packages Solve Dis. 
————————— tributor Problems, by Louis H. Brendel 
(Price 10c) 


Adventures in Shopping (seventeenth 
and eighteenth of a series of articles 
(Price 25c) 


Adventures in Shopping (fifteenth and 
Sixteenth of a series of articles ( Price 
25c) 


Adventures in Shopping (thirteenth an 
fourteenth of a series of articles). (Pri 
25c) 


Adventures in Shopping (eleventh a 
twelfth of a series of articles Pri 
25c) 


Adventures in Shopping (ninth a 
c : ° » . a 
tenth of a series of articles). (Price 2 


Adventures in Shopping (se\ 
eighth of a series of articles). (Price 2> 


Adventures in Shopping (fh 4! 
sixth of a series of articles). (P: ce 


Are you getting maximum results from your industrial advertising dollars? If you Adventures in Shopping (thd a 

¢ . : Dei 
want to see tangible, measurable results INDUSTRIAL MAINTENANCE will produce fourth of a series of articles Pr 
quantity, quality inquiries from its more than 75,000 plant operating readers. 25c) 


Covering over 50,000 plants in 23 industries at shirt-sleeve level, INDUSTRIAL tli : a G-st a 
MAINTENANCE delivers the plant men who are ready and able to buy. These cua anlar of Pe (Py ce 25 
men are responsible for the function and upkeep of machinery, equipment and i 

plant in America’s top-rated companies! “THE SALESMAN’S CREED. by \\ 
If you're not covering this multi-million market with your 1953 budget, investigate . $3 Holman. A special reprint ide 


INDUSTRIAL MAINTENANCE today! a size and format suitable for — aming 


Actual size: 1114” x 15”. On ‘10e 18 

GET RESULTS! INDUSTRIAL MAINTENANCE | stock; in color. Prices: single co es: > 
| ... 3 to 11 copies, 75c each... doze 

Philadelphia 32, Pa. | copies, $6. . . . More than 12, 5 = eae 
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It was Seneca who said “Men learn while they 
teach.” Nothing better typifies the editor-attitude 
of Practical Builder. The men who put this book 
together month after month are able to teach 
because they never stop learning; never stop 
asking what and why; never stop rubbing 
shoulders with people high and low in the 


light construction field. Result? Every page of 


practical builder is practical... 


thanks to men who learn while they teach. 
And, by the same token, every page is profitable 
to advertisers who use it. They know that 


when they’re in PB they’re in! 


Words have to be turned into dollars 
before cold-cash advertisers say“O. K.” 
to a business book year after year. 

Here are some blue-chip firms who use 
PB regularly: American Radiator and 
Standard Sanitary Corp., General 
Electric Co., Inland. Steel Products Co., 
National Gypsum Co., Pittsburgh Plate 
Glass Co., Sherwin-Williams Co., 

U. S. Plywood Corp. 


-.. Of the light 
construction industry 
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PROFITS ARE BIGGER IN 


fast Food 


Sound selling to the restaurant trade 
means following the trend of Amer- 
icaneating...tofast food. Here’s why: 
In fast-service eating places, twice- 
as-many-customers-per-seat means 
more meals . . . more profits. Twice 
the turnover per seat means more 
restaurants and hotels turning to 
counter service . . . more fast food 
eating places going up everywhere. 
This means quantities of new equip- 
ment needed . . . by new places... and 
by operators constantly on the alert 
for new methods of building traffic, 
speeding turnover, upping profits. 


HOW TO SELL 40,000 FAST FOOD RESTAURANTS | 


This is the growing part of the res- 
taurant business (the profit slice)! It's 

big business with big new problems 

that need help. Help in planning lay- | 
outs, menus and merchandising. . . 
help in business management for 
greater profits. 


Today, 40,000 fast food eating 
places get just that guidance from 
FOUNTAIN & FAST FOOD. The 
magazine that for fifty years helped 
the soda fountain to grow is now 
helping its lusty offshoot—the count- 
er restaurant—to grow much bigger. 


MORE ADVERTISING FOR BIGGER BUSINESS 


Well worth watching today is the ad- 
vertising growth of FOUNTAIN & 
FAST FOOD... matching the growth 
of the market and the magazine. It’s 
the place where more advertisers are 
reaching out for more sales. 
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Until Ike Takes Over 


Washington bureaucrats are treading water... . civil 


service employes are serene ... and the Bureau of For. 
eign and Domestic Commerce recalls it was founded by 


Hoover. Some department people are bustling with plans, 


BY JEROME SHOENFELD - 


Until the new Administration is 
well entrenched, trying to get any- 
body in Government to do something 
new is a waste of time. You can still 
get the Census Bureau to tabulate 
specially some counties you're inter- 
ested in; you can buy stamps at a 
Post Office window. 

With everybody in Government 
clinging to a routine unless he’s too 
important to have one, Washington 
lobbyists are idle. The officials they 
want to influence prefer to delay. 

(jovernment buys as usual and 
there are as many invitations to bid 
as ever. The phrase “as usual” is im- 


portant. Buyers, so to speak, are 
merely filling in stock. 
This picture of officials taking 


refuge from uncertainty in habitual 
work and throwing off whatever is 
stranger to it is not complete. In any 
department are those who, for years, 
have been nursing some project or 
other, which they feel never got a 
fair hearing. Now they’re ambitious 
and avidly hopeful; they explain a 
new service—a different way of re- 
porting inventories or sales — which 
“will give business what it really 
wants” or “really serve the farmer.” 
As you listen you feel that they feel 
that they're about to enter the cabinet. 


All Busy, but 


Reorganizations, which sometimes 
embrace the ideas of the formerly 
downtrodden, are being mapped ev- 
erywhere. But, nothing can happen 
beyond charts, their accompanying 
promotional literature and blind wire 
pulling. Those in authority won’t 
move; if they will, they’re only pros- 
pective, not actual, bosses. 

Besides the stalled top manage- 
ment, the routine plodders and those 


gazing at opportunities about to open, 
there’s a fourth class, whose members 
| the public never meets and on whom 


Washington Editor 


everything depends. They’re the per- 
manent bureaucracy, the administra- 
tive officials—office managers—from 
whom a new Cabinet member gets 
stationery and learns how to reach a 
peer or an underling. 

If you wandered into almost any 
department, you’d never guess from 
what you saw or heard that an Ad- 
ministration was changing. Old back- 
logs of work keep people busy. Almost 
everybody is convinced that his own 
job is unrelated to which party hap- 
pens to be in power and his interest 
in the question is more political than 
occupational. In most cases, this belief 
is accurate. Only those who plan the 
jobs are stumped—and thoroughly. 


Ripples on the Water 


Sometimes, the serene surface is 
disturbed. In the trail of rumors that 
he’s the next boss, an emissary from 
the new Administration inspects 2 
bureau. How should he be treated‘ 
Is he a guest whom you blandly take 
on a sort of sight-seeing tour? If he’ 
to be there for several days, the per- 
manent bureaucrat provides a room 
and a secretary, who relays phone 
calls and takes dictation. But tron 
all the nooks and crannies of the 
building come officials with new ideas 
or explanations of old ones, who must 
see the new man. Should his two-da) 
secretary assess the ideas and make 
the requisite appointments? If he: 
important, reporters and news pho- 
tographers hound him. Should the 
agency’s publicity man take it on him 
self to suggest a press conference 0 
a satisfying handout, or should he let 
the visitor suffer alone? 

Everything turns up at the Budget 
Bureau. The process of making uP the 
four or five pound volume with whose 
presentation to Congress the old At 
ministration will take its leave 2% 
on in the old fashioned way. Its‘ 
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Truman budget under Truman’s sig- 
aature. But the progress in compiling 
t isn’t as smooth as it used to be. 
Roth at the agencies asking money 
nd at the Bureau itself people trim 
or inflate according to their own im- 
pressions of Ejisenhower’s mandate. 
In the old days, the President had 
jecided by early November what new 
legislation he would request — St. 
Lawrence Seaway, medical insurance, 
jid-to-education, etc. The Bureau 
ent orders about to estimate costs, 
which would foot-note the main 
budget. Now, the accountants stay on 
edge not knowing how much work 
they'll have to do. 

Of course, Eisenhower’s man, Jo- 
eph Dodge, will only look and listen 
during his inspection of the Bureau 
of the Budget. 


No Comment 


A unit of the Budget Bureau, the 
Office of Statistical Standards, must 
sanction compulsory questionnaires be- 
fore they circulate. In effect, it sim- 
ply has stopped. A new form is always 
amatter of high policy, which, mem- 
bers of the office decided at the out- 
et, they wouldn’t forecast. They 
won't be persuaded that the one in 
point uniquely expresses the aim of 
the new Administration. This gets 
back to those who write the question- 
naires, who stop writing them, or put 
them on file. 

Yet Census Bureau, for which 
questionnaires are a way of life, 
hasn't stalled. Right now, it’s work- 
ng out the 1953 Census of Manu- 
lactures, with questions in it never 
asked before. They were put in be- 
ause trade associations insisted and 
there’s little doubt that the insistence 
will be as articulate under one ad- 
ministration as another. There are 
always arguments—should these sam- 
le surveys measure something for 
the nation, for regions, for metropoli- 
tan areas ?—but those are matters for 
those using the figures. Since points 
ot contention are always too technical, 
You might say “fussy” for a bureau 
hief, it scarcely matters that he'll 
oon be out of office. 

Bureau of Labor Statistics is as 
‘nsitive as Census is impervious to 
tange. There are the unemployment 
atistics, the price index, the compila- 
‘ons of family income and expendi- 


ie Budget 
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‘wre—all of which have gotten into 
Mlitical speeches. The statisticians 
work and wonder. 

Employes of the Bureau of Foreign 
‘nd Domestic Commerce proudly 
Pont out that their agency was 


‘unded by Herbert Hoover. There, 
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MORE ADVERTISERS ARE DISCOVERING 
---only ONE 2 wat 
publication — 


TLZATION 


The MAGAZINE of COAL USES 


covers the 
tremendous 
horizontal 
market 

of coal users 


Over the short span from 1947 to 1951, UTILIZATION has 
made consistent progress in advertising acceptance. 
1947’s 31.11 pages are now 415, with more expected 
for 1952. These figures bear witness to UTILIZATION’S - 
uniqueness as the only publication in the world 

which concentrates upon all classifications of coal 
users. 90.7%, of UTILIZATION’Ss copies are és 
received by the primary buying influences ( , 
(presidents, vice-presidents, secretaries, 
treasurers, superintendents, managers, engineers, 
technical personnel and purchasing agents*) in: 


e the majority of coal burning electric 
utilities and municipal power stations 

@ most steel and cement mills 

@ some 6,000 manufacturers (automotive, 
paper, etc.) 

e all Great Lakes coal docks and coal 
handling railroads 


e@ 5,800 prominent retail and wholesale 
coal yards 


If they burn, buy, dock, export, handle, heat ( a 
with, load, manufacture with, move, sell, ship 


or stock-pile coal . . . they’re part of the 
sae 
{ 
t 
j j 


multi-billion dollar market you can sell 
—in the one publication that covers 
the coal-use market— UTILIZATION. 


* Survey made in Fall 1951. 
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The MAGAZINE of COAL USES 
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This dream of unusual holiday content is 
not wishful thinking .. . 


It’sa dream made possible by a home freez- 
er. A dream dramatically advanced in the 
current issue of Ladies’ Home Journal... 
The magazine which specializes in ideas 
that make happy homes happier. 

THE POWER OF IDEAS 
It’s the idea behind every word of Journal 
editing which inspires people to make their 
own dreams come true. 
Shining examples of Journal “‘idea-editing”’ 


are. . . the morning-to-dance-time dress 
which can be made, by the merest amateur, 


ee 


cooking his 


CHRSIMAG 


dinner today! | 


in three hours for less than $9. 


And then there’s the fabulous 5-year 
landscaping plan which can give a woe- 
fully ‘‘average”’ house the look of a pleasant 
small estate—for exactly $150 plus another 
$30 to fence the whole thing in. (Even 
husbands get out their pencils and shrub 
catalogs when they read this one!) 

And the believe-it-or-not story of the woman 
who set out to lose 160 pounds—and did. 
Does that—or does that not—inspire the 
person who only wants to lose 20 pounds? 


THE POWER OF THE JOURNAL 
Because women are given to dreaming, and 


Ladies’ Home 
Journal ... the magazine of new horizons 


PROOF OF JOURNAL POWER 


And about a month from now—December 25th, 1952— : 
BOTH of them will relax in the living room in an atmosphere | 


of rare good will and household peace 


because they have a way of making their 
dreams come true, they respond—by tHe 
millions—to Journal editing. 


Whether the Journal does a story on the 
English queen, or inspires a woman to re-do 
her kitchen or to campaign for better child 
care in her community .. . 


It’s all done in a way that fires her imagi- 
nation, arouses her dreams and leaves her 
feeling that the Journal has given her some- 
thing special. 


Never underestimate the power of a wom- 
an’s dream . . . nor the power of the maga- 
zine she believes in so completely. 


More copies of the Journal are sold at newsstands 
than ANY OTHER magazine in the world.* 


The Journal has the largest total average net 
cteulation of ANY monthly magazine. 


ln September, 1952, the Journal hit an all-time 


DECEMBER 1, 1952 


The following facts prove the Journal's astonishing strength: 


circulation high. October beat September... 


And, in November, the Journal went over 5,000,000 
—easily the greatest circulation ever achieved by 


a magazine edited for women. 


*Publishers statements to Audit Bureau of Circulations, 
period ending June 30, 1952. 
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PORTLAND, MAINE 


BASIC NEW ENGLAND TEST MARKET 


The Portland, Maine newspapers regu- 
larly carry 50% more national dollar 
volume than any other paper of com- 
parable situation. National advertisers 
long ago recognized the sales potential of 
this great market and have placed more 
of their money here year after year. Yet 
there is plenty of room for more sales— 
Dollars are available ($225,650,000 
Total Income) — Spending habits are 
established ($168,792,000 Retail Sales) 
and the desire for more and better things 


Remember | 


When you tell your sales story in the 
Press Herald-Evening Express you are 
doing business in the 


Largest Metropolitan Area. 
Largest Wholesale Center 
Largest Newspaper Circulation 
North of Boston 
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PORTLAND, MAINE 


Basic New England Test Market f 
Press Herald 


Sunday Telegram 


the day after election was like Eisen- 
hower’s headquarters. Surely a bureau 
designed to serve business would 
shoulder forward under Republicans. 
There’s the atmosphere of a concern 
into which somebody has promised to 
put new money; everybody has a line 
for the prospectus to be shown him. 
(jreatest stock is put in what may be- 
come a Bureau of Distribution, which 
abounds with proposed services to 
sales managers. 

Regulatory agencies are run_ by 
commissioners whose terms. stretch 
unevenly across administrations. Tra- 
ditionally, new presidents get mad at 


them. Roosevelt at first inveighed bit-. 


terly at what seemed to him relics of 
the old deal. In the case of FTC, it 
won't be that way. Under recent law, 
the President names the chairman, 
who, it’s rumored, will be Lowell 


64 


Mason. By fall, two new commis- 
sioners, both Republicans, will replace 
old ones. 


Paper-Clip Shuffling 


But, canvass the building room-by- 
room and you'll find little adumbra- 
tion of what’s to come. A lawyer here 
is reviewing ancient testimony in a 
Robinson-Patman case ; across the hall 
there’s an argument about whether 


such and such use of the word “free” , 


fits the commission’s rule. There’s the 
running battle between the trial law- 
yers, who want to prosecute Clayton 
Act stuff case-by-case, and those who 
prefer drafting trade codes—a method 
supposed, somehow, to be more Re- 
publican. But those who may come 
out on top aren’t acting like spokes- 


Evening Express ta 


men for new management. 

It’s at Agriculture, perhaps, the 
you most sense the division betwet 
eras. Nothing has stopped and there: , 
so much that may. At the laboratories 
where they test flea powders and crt 
ate new plant species, there’s utté 
indifference during working hours‘ 
such transient things as administ 
tions. These are just part of the plat 

‘County agents still go around loo 
ing at local farms and advising neg” 
bors to lay down lime, with Gover 
ment sharing the expense. Those buy 
ing the lime still place orders. Tho* 
who decide how long to buy ahead # 
stuck, They seek advice from Rept? 
lican Congressmen, who frankly po 
out that their opinions can be 0! 
personal. Billions of dollars were Is 
to the peculations or indifference ° 
warehousemen storing Grovernme 
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money to spend, 


Over 21,000 Families 


Be Sure You Choose The Right Part of The Metropolitan Area 


STAMFORD, Conn. 


The Fairfield County Area ranks Ist in per capita income ($2086) and Ist in per family income 
($7217) of all metropolitan areas in the U.S. Yet, Stamford outranks its own area with a per capita 
income of $2,268 and a per family income of $8,013. 


So be sure you pick the city where you have the best chance to sell — where people have the most 


STAMFORD ADVOCATE 


STAMFORD, CONN. 


Represented by The Julius Mathews Special Agency, Inc. 


Over 21,000 Circulation 
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crops; those who decide whether to 
hire additional inspectors, at the cost, 
perhaps, of $50 million a year, are 
puzzled. Maybe, less will be stored. 

There’s little doubt that the De- 
partment’s researches into ways to 
market produce will go on. They still 
plan surveys into whether a fruit sells 
best wrapped in tissue, cardboard or 
cellophane. The overwhelming ques- 
tion—how if at all the Government 
will support crops — needn’t be an- 
swered in order to do it the old way. 

Defense agencies like NPA and 
OPS weren’t expected to hang on. 
It was the time in any case to resume 
old careers or, for younger people, 
find jobs. But the Republican victory 
makes a difference. 

NPA has been setting allocations 
for the second 1953 quarter. By now, 
it usually knows what percent of each 
material to lay aside for the stockpile. 


The degree of incentive re- 
quired to give different salesmen 
the spark they need for greatness 
varies a good deal. | remember 
one man | had who became a 
star salesman as a result of a 
simple training course. After just 
one meeting he went out and 
broke records. But | have seen 
others resist such elaborate forms 
of stimulation as a dozen sales 
contests .. . inspirational lectures, 
sales bulletins, and liberal bonus 
arrangements. It all depends, you 
see, upon your man, upon condi- 
tions, upon what goes on in his 
mind, upon the dozen or more 
variables that make up one’s life. 


Stimulating Salesmen 


Successfully 
By Charles B. Roth 


THE BIG QUESTION: — 


It’s the Joint Chiefs of Staff who 
decide how much to store, but the 
whole matter, with its opportunities 
for increasing or reducing the bill, is 
mixed with politics. NPA is com- 
pletely stumped. 

OPS work consists mainly of re- 
laxing controls, while the ex-chief, 
Tighe Woods, presses verbally for 
greater vigor in keeping prices down. 
There was the question of what con- 
trols should remain when the law 
ends. As matters stand, only products 
used in defense will probably be left. 
Under a Democratic administration, 
there might have been a little more. 

This is intended to picture, not 
what will happen, but what is hap- 
pening. Government men are sceptical 
in dealing with each others’ plans be- 
cause nothing can be known. There’s 
not much reason for outsiders to be 
more trusting. 


BERKSHIRE EVENING EAGLE ALONE Has Preponderant 
Coverage in Metropolitan Berkshire County 


Outside Newspaper Coverage* 
Ey gi Ee ares 1%, 


a ae ee Yai 
2 /o 
BERKSHIRE EVE. EAGLE ..121% 


*figures on file in our office 


City Zone (Weeklies) 


Outside Magazine Coverage 
City Zone (Monthlies) 


ee 25% Women's Home 
Satevepost ..... 16% Companion ... 20% 
eee 15% Ladies Home 
Journal ...... 16% 
American ....... 14% 


Two salient facts make this an unusually rich and responsive market. 
(1) Stabilized industry and high wages. (2) Can only be covered 
through its home newspaper, The Berkshire Evening Eagle, reaching 
121% of its city homes and 70% of the entire metropolitan area. 


The map visualizes Pittsfield’s isolation from other cities and points 
up circulation coverage in the more important communities in the 


metropolitan county area. 


CAN so-called big-city media and 
Popular magazines REALLY cover this 
fine market? The statistical answer is 
shown here. 


DECEMBER 1, 1952 


THE BERKSHIRE ‘3 A G L t 


PITTSFIELD, MASS. 
Represented by The Julius Mathews Special Agency, Inc. 
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In charge of Domest 
Engineering’s Bay Ci: 
remodeli survey w. 
Dr. Cherles L. Aller 
director of research a 
Northwestern Univers 
ity and well-known au 
thority on consumer 4 
buying studies. Dr 
Allen edited the 125- 
part questionnaire, in- 
structed the researchers 
in the scientific tech- 
nique to be used, and 
supervised the interviews and the 4 
tabulation of the survey. Director of 

55 other consumer studies, Dr. Allen 

stated that the Bay City project was 

one of the most remarkable and | 
successful ever conducted. 


f A total of 563 Bay 
4 ’ City homes were en- 
, tered and examined as 


to their plumbing, heat- 
ing air conditioning 
| ar appliance remod- 
eling potential, as shown 
by this typical  re- 
searcher. Not only was 
a verbal interview made 
with the homeowner 
but actwal examination 
was made of the equip- 
ment. Buying habits 
and buying plans were 
also tabulated, both as 
to type and brand of 
merchandise in the 
home at present and 
that residents needed 
j and planned to buy in 
"e next two years. 


Another chapter of The Bay City Story was 
written in more than 50 depth interviews made 
in industrial plants, restaurants, sc hools and 
various other institutions, to examine the present 
facilities in thesé structures and to find out plans 
being made for their improvement. While the 
nature of these studies make tabulation impos- 
sible, the facts dis- ” 
covered will be 
treated and com- 
prehensively inter- 
preted in Domestic 
Engineering’s _edi- 
torial columns. 


The farm market 
potential was not 
overlooked, with 
108 Bay County 


rural homes in 
spected by the Do- 
mestic Engineering 
interviewers. Here, 
on these visits, at- 
tention was not only 
paid to the house interior, but also to the con- 
dition or need for facilities in outbuildings and 
other places on the farm. Past remodeling and 
plans for it in the future were also discussed as 
part of the interview to discover the scope and 
prospects of this market. 
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If you make building materials, equipment 
or appliances, consider the remodeling mar- 
ket. 


Constantly-growing, relatively non-com- 
petitive, it offers you and your dealers a 
thunderhead of sales opportunities, 


5 


It can be your major source of sales 
1953. 


Up to.now, no one has really understood 
the true sales potential of the remodeling 
market ..... Not until Domestic Engineering 
sent a crew of 40 researchers to Bay City, 
Michigan to conduct a survey of home owners 
and building operators—a survey which went 
far beyond “buying intentions’; a survey 
based upon personal inspection of buildings 
and their equipment; a survey which meas- 
ured income and ability to pay, as well as 
desire to buy. 


The result is “The Bay City Story” the 
most penetrating and extensive analysis of 
remodeling ever written. It’ dramatizes re- 
modeling ; evaluates it. It illustrates the best 
approaches to this market. It opens the docr 
to your 1953 remodeling market. 


The survey was under the 
Dr. Charles L. Allen, Assistant Dean and 
Director of Research for The Medill Schoo! 
of Journalism, Northwestern University. 
Thirty-five Domestic Engineering staff mem- 
bers, five graduate students from North- 
western University and a number of local 
volunteers spent a full week interviewing 562 
households in Bay City, 108 farm households 
in the surrounding area, plus the operators 
of 50 hotels, hospitals, factories and other 
big structures. The questionnaire included 
125 questions which, together, provided a 
complete inventory of mechanical equipment 
in a city fairly typical of the nation and very 
typical of the northern tier of states. 


Use it is as your guide to 


REMODELING SALES! 


That’s what hundreds of manufacturers of various types of building materials; 
equipment and appliances are doing. The demand for copies of Domestic Engi 


direction of 


The Bay City Story (first installment) is 
the lead feature in the November issue of 
Domestic Engineering, which is wholly de- 
voted to modernization, in all of its facets, 
and which starts a year-long campaign for 
modernization business. Get this issue to 
orient your own sales staff to the remodeling 
market 


This issue describes the ‘Modernizatior 
Week” promotion - a concentrated educa- 
tional campaign launched by a mayoral proc- 
lamation, sponsored by Domestic Fingineering 
and aggressively promoted by the local news- 
paper, radio station and civic groups. Th 
special week served as setting for the Bay 
City survey, but a similar special promotion 
can be made to work in any trading area 
This modernization number contains, also, a 
national estimate of remodeling potentials 
compared to Bay City and drawn from 300 
other trading areas distributed throughout 
the nation. The issue thoroughly explains the 
merchandising methods most effective in sell- 
ing modernization, and reports § applicable 
financing methods in an encyclopedic manner 

The 394-page November issue of Domesti( 
Engineering includes scores of advertise- 
ments, from leading manufacturers, which 
are built around the modernization theme 
These advertisements are full of ideas oF 
remodeling from the manufacturers’ stand- 
point ideas which will stimulate your 
own thinking. 


If your product has a remodeling applica- 
tion in any kind of structure—houses, insti- 
tutions, industrial plants, commercial estab- 
lishments, farm buildings—then the Remod- 
eling Issue of Domestic Engineering 3s 
“must” reading for you and your key pian- 
ning BE sows 


Only a few thousand extra copies are avail- 
able. Orders for these (cash with order) 
will be filled on a first come, first served 
basis. Get the Remodeling Issue of Domesti¢ 
Engineering now. It’s your ‘50-cent entree’ 
to a multi-billion dollar market. Use coupon 


neering’s November Remodeling Issue is great... to be sure of getting your copy 


send your order without delay. 
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How to Teach Salesmen 


Come-backs to Objections 


They are hungry for words and expressions which apply to 


their products and to their types of prospects. Your senior 


salesmen use them every day. Eskay Carpet draws them 


out for the benefit of all salesmen with a simple contest. 


BY W. C. DORR 


W. C. Dorr Associates* 
Sales Consultants 


Salesmen for Eskay Carpet Corp., 
Brooklyn, N. Y., distributor, rarely 
find it necessary to fish for an idea 
to keep a sales interview alive. Ex- 
changing ideas at sales meetings, they 
have found some of the answers to 
such questions as: 

“What'll I say, when the dealer 
RS 

“What’'ll I do, when he does... ?” 

George [D. Kaplan, vice-president 
and general sales manager, believes 
that by developing successful sales 
responses, the salesmen will be pre- 
pared to meet, by-pass, or overcome 
buyer objections. Now there is less 
fear about getting out on a limb 
without a comeback when the buyer 
says “no.” 


Stumping the Experts 


Comebacks for Eskay salesmen 
have been developed through ques- 
tion-and-answer periods in sales meet- 
ings. But it really wasn’t until the 
company put zip into the idea of de- 
veloping comebacks that the sales- 
men became enthusiastic about con- 
tributing their ideas for others to use. 

When Eskay staged a recent sales 
meeting the salesmen were invited to 
“stump the experts—for fun, funds 
and better selling.” In this instance 
the three experts were three of Es- 
kay’s top salesmen, each a leader in 
sales and earnings, They were to meet 
the challenges of the other salesmen, 
the inside and telephone desk sales- 
men. A bulletin announced this plan: 

1. In 25 words or less, ask three 
questions about specific cases of buyer 
resistance which give you trouble in 
selling the three lines represented by 
the experts. You will be permitted to 


*Brooklyn, N. Y. 
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submit two questions. Hold the third 
in case some one ahead of you hits on 
the same thing. 

2. Or you may outline situations 
you encounter in opening new ac- 
counts and in reselling inactive ac- 
counts. 

3. Avoid straight product knowl- 
edge questions, unless you~ want 
something to meet a competitive situ- 
ation. 

4. Do not show your questions to 
anybody. Wait until you are called 
upon and then name the man to whom 
you wish to address your question. 

Cash prizes were offered, ranging 
from $1 to $5. They were awarded 
to the salesman whose question, in the 
opinion of the committee of judges, 
was not fully and expertly answered. 
Doubtful cases were resolved in favor 
of the salesman. 

In moderating the sales quiz, Sales 
Manager Kaplan first announced the 
amount of the prize. Prize cards had 
been previously arranged to space out 
the $5 units and so maintain inter- 
est. Salesmen’s names were drawn 
by shuffling the cards after each 
sequence. No man knew whose turn 
was next. 


Contest Ground Rules 


The committee of three judges was 
an important part of the program. 
The judges passed on business policy, 
operating procedures and_ standard 
sales practices. Questions beyond the 
control of the salesman were ruled 
invalid; the only questions which 
were approved were those which came 
within the accepted scope of normal 
sales resistance. 

When the questions were properly 
answered or the selling technique sug- 


gested by the expert was’ judged cor. 
rect to overcome the buyer’s objection, 
the prize money was placed in a jack 


pot. “The money was later divided 
among the salesmen who were given 
an opportunity to answer the ques- 
tions which were not answered by the 
experts. "The best answer from the 
floor was awarded a share in the jack 
pot. 

The program was not without a 
humorous note. An old-timer, on 4 
semi-retired basis, had ruled himself 
out of the competition. But+—like the 
proverbial fire horse—he could not 
refrain from asking this question: 

“What would you do, if you walk- 
ed into a dealer’s shop where six other 
salesmen were present and the buyer 
came running over to you and shout- 
ed, ‘Get the hell out of here’ ?” 

The judges ruled the question “le. 
gitimate,” but it was muffed by the 
experts. The veteran salesman was 
then asked to answer his own ques- 
tion. His time-tested tactics opened 
the eyes of the youngsters. He de- 
scribed his retreat, to save face, and 
his return at eight the next morning 
to battle with his dealer without an 
audience. 


Salesmen Supply Answers 


The retailer’s gripe was the usual 
result of a sale to a nearby competi- 
tor. Uncovering the disgruntled buy- 
er’s objection by direct approach, 
Salesman Joe spelled out, step by step, 
these come-backs : 

“1. Your competitor has customers 
who read and are pre-sold by m 
company’s advertising in This Week 
and in the rotogravure section of Net 
York Daily News. He has a right to 
get this business on our line. 

“2. We never have asked you to 
throw out our competition and con- 
centrate on our line of merchandise. 
We know that comparison of our 
merchandise with our competitors, i 
pattern, color and quality, will give 
us the edge. 

“3. And, anyway, if both of you 
will display and push my line, less 0 
your neighborhood trade will run 
downtown to buy floor coverings 
Isn’t that your biggest headache?” 

“Today, says Joe, “he is one of my 
best accounts.” 

Many cases of sales resistance were 
brought up by the Eskay salesmen. 
They ranged from  brush-offs and 
stalls . . . not interested . . . busy--: 
no appetite to buy and plenty of stock 
on hand .. . to the rough time a new 
man has in breaking in a new tert 
tory. 

The problem of breaking in a new 
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DRAMATICALLY SHEATHED in colors to match 
or complement the black onyx, beige onyx or 
Jade-green hilt colors. Or gift-packaged in a 
replica of an old dueling case. Have your 
company monogram or insignia imprinted on 
it for a litetime reminder! = ¢xifr. tax included 


UNMISTAKABLY A MAGNIFICENT GiFT for 
important customers and associates — this 
Dagger that is a lighter, letter-opener, 
paperweight and desk ornament! Brand 
new, nationally advertised. For full details 


write to A.S.R. Corp., Dept. S-M-3, 


Brooklyn 1, N. Y. $19.95" RETAIL 
the world’s ASR 
most beautiful ; 
* 
lighters : Wi 
beta tightors 


$6.95* to $200* 


this 
market 
makes sales 


...and the No. 1 
choice to reach 
and influence it 
_ or 


PACKAGING PARADE 


THE NEWS MAGAZINE OF PACKAGING 


More display space per $ on Super-Size page... 
H More attentive readership with news-and-picture 
1 Tid features, thru-the-book format ...Stronger selling 
impact on MORE important buyers of Packages 
and Packaging Machines—Supplies—Services... 

15000 (CCA) ALL-BUYER circulation. 


HAYWOOD PUBLISHING CO., 22 E. HURON ST., CHICAGO I1, ILL. 
NEW YORK 17—101 PARK AVE. © WEST COAST—McDONALD-THOMPSON 


* (this is, so help us, 
Australian slang for 
kangaroo!) 


Managers jump for 


| 
| 


territory was not answered satisfac- 
torily by the experts, whose estab. 
lished trade was free of hazard. The 
answer came from a trainee who had 
been in the field only a few months 
when he was confronted with this 
argument: 

“We have plenty of suppliers right 
now. We can’t give them enough 
business on the lines you handle. Why 
add another hungry mouth?” 

Here’s how the Eskay rookie broke 
this impasse one day when the dealer 
was stymied in a big installation by 
a broken machine part. Having re- 
ceived the usual “We'll get it for you 
in six weeks from the factory”’ kiss-off 
from his regular salesmen, the dealer 
did not believe the Eskay man who 
promised to have the part for him 
that afternoon. 

True, the salesman did not write 
much business that day because he 
went all the way back to the ware. 
house, stripped the part from a stock 
machine and was back in time to keep 
his customer’s job rolling. Since then 
the retailer has taken care that the 
Eskay mouth gets steady feeding. 


Some Familiar Objections 


There were of course plenty of the 
standard headaches such as: 

“Your line is in the cut-rate stores.” 

“Your machine is sold in outlets 
which are not legitimate.” 

“My regular lines satisfy my trade, 
why add to my inventory when it 
won't give me more sales.” 

All Eskay salesmen received sug- 
gestions for techniques which had been 
proved reasonably successful in meet: 
ing sales resistance, 

Probably the highlight of the pro- 
gram was at the conclusion of the 
quiz, when one of the experts said: 

“T’ve been answering everything 
shot at me and from all angles. Now 
I would like someone to tell me how 
I can get business with a ‘number 
two’ line against the leader in the in- 
dustry.” 

He was answered in factual terms 
by the visiting factory representative. 
Even he, the expert, came away with 
something new. 

Sales Manager Kaplan set the pact 
of the meeting with a talk on the im 
portance of having the right answets 
when confronted with dealer sales 1 
sistance. He pointed out that... 

Dealer resistance is a natural phe- 
nomenon of the normal buyers’ mar 
ket and the kind of selling we at 
now heading into. 

Satisfaction and service are til 
high up among the attributes of g00 
salesmanship. 
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A perfect \ ate 
follow-up for | We Ne 
national \ ~~ oe 
advertising \ 


Your advertising tells prospects about the 
merits of your products...convinces them to 
buy immediately. Will they know who 

your dealers are, where they’re located? 


Give them all this information through 
National Trade Mark Service in the ‘yellow pages 
of the telephone directory. 


9 


Trade Mark Service displays your trade-mark 
or brand name over a list of your local 
dealers, their addresses and telephone 


numbers. It is available in every market 
across the nation... or in selected localities. 


To make your advertising pay more dividends, put 
aline in your ads like, “See the ‘yellow pages’ of 
the telephone directory for our local dealers.” 
That’s the perfect follow-up that means 

increased sales. Your dealers will go for it! 


C2 


c* For further information call your local telephone business office 
& or see the latest edition of Standard Rate and Data (Consumer Edition) 


The sweet 
buy-and- buy 
is here 


— with 3'4-million 


families like these! 


lr you're sales-minded, you'll find a valuable 
difference between Better Homes & Gardens’ 
3%-million readers—and those of the other 


two biggest man-woman magazines. 


They read BH&G differently. They don’t merely 
skim it through for a picture that stops them 
or a bit of fiction to amuse them. They read 
it for all it’s worth—for all it contains—for 


nothing but ideas they can use. 


That is the BUY-minded atmosphere in which 
only BH&G advertisers enter 3/2-million better- 
income homes. Shouldn’t this BIG difference 


in BH&G readers be working for you? 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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More advertising dollars per issue were spent in BH&G than in any 
other magazine. (Ist six months 1952.) 


More dollars of advertising, more lines of advertising and more 
pages of advertising were placed in BH&G than in any other major 
monthly magazine. (Ist six months 1952.) 

The most advertising dollars ever spent in a single issue of any 
magazine ever published were spent in the April, 1952 issue of 
BH&G. (And still true as this ad goes to press.) 


MESSENGERS: They see customers—the ophthalmologists—more often than any 
one from Bausch & Lomb. This booklet personalized with each messerger's name 
tells them about their importance in 


creating a good name for B & L. 


As told to Margaret Ritchie 
BY ROY MARKS 


Manager of Affiliated Distribution 


Bausch & Lomb Optical Co. 


When Customer Relations Suffer 
From ‘Inside’ Employe Neglect 


ad 


+ 


Unadjusted grievances . . . substaridard housekeeping .. . 


slips on quality control ...can sap the strength of a com- 
pany's sales relationships. Bausch & Lomb finds a way 


to make all service people a part of the sales team. 


When a company honestly sets out 
to discover what customers think of 
its services the answer may be unflat- 
tering, but profitable. At Bausch & 
Lomb Optical Co., Rochester, N. Y., 
it resulted in launching our Balrex 
program which has revitalized our 
ophthalmic prescription sales. 

Behind the program are two basic 
concepts: 

1. Good customer relations depend 
on the backstage performance of the 
entire personnel behind the sales staff. 

2. It is possible to create a tangible 
commodity out of what is essentially 
a service by packaging, naming, and 
aggressively merchandising it. 

Our problem was how to promote 
B & L eyeglass prescription orders 
which had been declining in recent 
years and which are the principal 
product of our 160 branch labora- 
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tories. “These laboratories surface- 
grind and finish lenses to fill prescrip- 
tions submitted by professional eye 
doctors and opticians in the area. 
It is essentially a service business, 
highly competitive on the basis of 
quality and fast delivery. It is com- 
parable to the service offered by 
dental laboratories to local dentists. 

A comprehensive investigation at 
the customer level disclosed that 72% 
of the business which had gone else- 
where had been lost because of indif- 
ference on the part of laboratory 
service personnel toward customers’ 
needs. An additional 16% drifted 
away because of unadjusted griev- 
ances, either real or imaginary. Sur- 
prisingly enough, only 8% went else- 
where because of price differentials. 

Although we had started out pri- 
marily to solve a sales problem, the 


initial investigation indicated that we 
first had to solve a production and 
service problem. This would be a basic 
requirement for backing any selling 
program we might develop. 

To get a more accurate picture of 
what services we were offering and 
how they could be improved, we sent 
out a team of investigators headed by 
our manager of branch operations. 
Four months of investigation revealed 
that many of our branches were be- 
low par in one or more respects. This 
is how we grouped them: 

1. In some cases the service was 
not equal to that given by our com- 
petitors. 

2. Quality and production tech- 
niques needed improvement. 

3. Customers’ grievances were not 
given proper attention. 

4. Customers’ needs were some 
times met with indifference. 

5. Facilities and “housekeeping 
were substandard. 

6. There was need for a planned, 
sustained sales campaign. 

We decided that the remedy was 
to set up uniform standards to be 
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WORKING AMERICA LEAVES HOME 
IN THE MORNING... 


ee eS a — ala ee 


“cad GOES HOME IN THE EVENING . . 


AMONG UPPER- Half 
FAM 
IN CHICAGO AND suns 


Chicago's HO 


ortant claim t 


his all im ME News a 
Presents herewith th - P he Dail Peper. 
and COntinuin, “ indings to date of : ¥ News 
@nd Suburbs 7 Home Contnens —e 
i y icago 


COMPOSITE PROJECTION OF UPPER-HALF’ INCOME FAMILIES FOR THE 
FIRST EIGHT STUDIES COVERING sisiinieeaiateaaat 


| River Forest, 2 Oak Park, 3 Wilmette,4 Evanston, 5 Beverly Hills. The ‘tcmen: si08 Sadie abheaca co 
6 Washington Heights, 7 Forest Glen & North Park and 8 Albany Park shown here have been obtained from care- 


fully processed ‘area’ samples. Further 
information is available to advertisers re- 


OF THE 85,026 FAMILIES WHO LIVE IN THESE AREAS scars tae Rael Sires 
98,730 or 69% ARE UPPER-HALF 


financed by the Chicago Daily News, and 
CHICAGO DAILY NEWSPAPER HOME COVERAGE OF UPPER-HALF 


conducted by J. R. Brady and Associates, 
an independent research organization. 


TOTAL UPPER-HALF FAMILIES 58,730.... 100% | 


| CHICAGO DAILY NEWS = [68% 


| 2nd PAPER | 61% 


| 3rd PAPER | 25% 


*Have Annual Inc e n Exrce 
4th PAPER 17% ’ the ame dian Average of $4600 
Jor the Metropolitan Area 


MORE THAN 70°%o OF THE NATION’S PURCHASING POWER IS CONCENTRATED AMONG UPPER-HALF FAMILIES 


DECEMBER I, 1952 75 


Canton, Ohio 
is a Key 
DRUG Market 


Tevese 
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DRUG Sales are 
25.5% above 


National Average | 


Key Facts: Canton families 
spend $104 on drugs per 
family, per year. The na- 
tional average is $83; the 
Ohio average $81. 

The 83,292 families in the 
Canton Metropolitan area 
spend $5,895,000 on drug 
products alone. 

One newspaper, the Re- 
pository, covers this mar- 
ket — ‘96.7% city zone 
coverage; 99.4% home de- 
livered. 


and the 
key to it 
is the... 


A Brush-Moore newspaper, represented 
nationally by Story, Brooks & Finley 
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enforced in our branch laboratories. 
A committee comprised of repre- 
sentatives from distributing companies 
was given the job of formulating a 
set of standards: Branch Qualifica- 
tion Standards are now enforced as 
a regular procedure in all our branch 
operations. ‘They cover three main 
categories: 

1. Facilities: personnel, housekeep- 
ing, stock control, processing materi- 
als, condition of equipment. 

2. Processing: all technical opera- 
tions performed on eyeglasses, includ- 
ing inspection, packaging and delivery. 

3. Service: instructing personnel in 
customer relations. This includes each 
branch office employe from the switch- 
board operator on. 

To qualify for certification under 
the Balrex program, a branch labora- 
tory must rate “Excellent” or “Good” 
on each item listed on a report sheet 
in category 1. District managers, 
working with Balrex committeemen, 
are responsible for the ratings. If a 
laboratory falls below standard, the 
situation must be corrected according 
to specific timetables they set up. The 
Balrex certification is not released in 
a district until all branches in the 
district meet the standards. Periodic 
rechecking is an integral part of the 
program. 


The sales campaign which was de- 
veloped to intermesh with the Balrex 
program has been built around the 
concept that to facilitate the sale of 
prescription service, it should be estab- 
lished as a commodity in the minds 
of the salesman and the customer. To 
do this, we had to give the service a 
name, package it, merchandise and 
advertise it. 

We chose the name “Balrex”’ be- 
cause it combined the familiar BAL 
prefix and REX to signify prescrip- 
tion work. An eyecatching trademark 
in black and red was designed, and a 
complete repackaging job was done. 
Previously we had followed the prac- 
tice common to the entire field: wrap- 
ping finished prescriptions in_ tissue 
and enclosing them in a cotorless en- 
velope or carton. The new package 
has a cardboard mount bearing the 
Balrex symbol, with the name of the 
eye doctor and the patient written 
on it. 

We equip the salesmen with tang- 
ible selling tools: Sample cases show- 
ing examples of the quality work our 
prescription technicians do; colorful 
brochures; sales reminders such as 
telephone stickers, delivery bags and 
Balrex order forms. All these aggres- 
sive merchandising techniques were 
totally new to the industry. It was 
the first time ophthalmic salesmen 


“I’m not going to any sales convention in the ball room; I’m going to 4 
birthday party in room 1712!” 
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I Always on the Upswing! 


FLORIDA 


Bank Resources Up 


02% 


from 1940 to 1950, while bank 
resources for the entire U S. 


were up 175% 


= ; 
When bank resources are swinging high, that means 
good business in a market. The way bank resources 
are climbing in Florida—it’s a market you’ll 


in 
0 want to go after—and hard! 


3 ‘get you 80 Hit Florida first with Florida’s three big morning 
~ newspapers. They cover their own immediate trading 
areas like a tent and greatly strengthen your 


*Based on Sales Management 1951 Survey of Buying advertising in other Florida markets because they give 
Power figures and current ABC Reports, using these 0, ; : ; ; 
Ge adauas cbens tee 1 ax eee es eee you 20% or better family coverage in those counties in 
in the 52 counties accounting for 80% of Florida's which 80% or better of all Florida’s business is done. 


Effective Buying Income, 81% of food sales, 82.8% 
of drug sales, 81.6% of furniture sales, 80% of gen- ° P ° 9 - 
eral merchandise sales and 81% of Florida’s total For a solid sales upswing put Florida Ss three big morn- 


retail sales. You also get above 30% family coverage ing newspapers first on your Florida newspaper list. 


in 42 counties, above 50% in 20 counties, above 60% 
in 9 counties and above 70% in 6 counties. 


Lowest Cost Coverage in Florida’s Top Markets 


FLORIDA THE MIAMI TAMPA 


TIMES-UNION HERALD | Morning Tribune 


JACKSONVILLE National Representative National Representative 
National Representative Story, Brooks & Finley, Inc. 


Reynolds-Fitzgerald, Inc. 


Sawyer-Ferguson-Walker Company 
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were given something other than con- 
versation to work with. 

Plans for the program were started 
in August, 1951, and by November 
the work of revitalizing the labora- 
tories had been started. It was not 
until the following April that the 
first Balrex certification was released. 
We made this initial release the occa- 
sion for publicizing the program to 
our branch managers and salesmen. 

A two-day meeting was held for 
all branch and sales managers in the 
first Balrex district. We told the 
story of why our business had not 
been up to the expected level, and 
outlined what the Balrex program 
aimed to do about it. To educate our 
salesmen in their new sales approach, 
we produced a series of sound slide- 
films in color, showing a_ typical 


sales presentation to a doctor. We 
went over the presentation thoroughly 
with each sales representative. 

District managers visited each 
branch laboratory to make arrange- 
ments to hold similar inauguration 
meetings. The procedure was to give 
a dinner party for the laboratory per- 
sonnel, including husbands and wives, 
at which the films were shown. The 
group was told: “This is what your 
salesmen tell customers about the kind 
of service you give. Are you going to 
back them up?” Emphasis was placed 
on the personal responsibility of each 
member of the laboratory staff to do 
a better job. 

To educate various staff employes 
in their public relations responsibili- 
ties, we prepared small manuals which 
deal informally with specific situa- 


Ji EDUCATION \ 


College 


2,700,000 ABC CIRCULATION GUARANTEE 


The Aweriean Legion Magazine 


Over 43% Men Readers Attended College 


Last school attended (men readers) 
Grade School 
High School 


13.2% 
43.6 
43.2 


Source: Starch Consumer Magazine Report 


January-December, 1951. 


APPRECIATED by EVERY! 


Salesmanager « Business Man «+ Production Man 


“PRODUCTION GRAPH CALENDAR’’ 


A VALUABLE MANAGEMENT AID will tell you the 
date and record day-by-day gains and losses against quotas 
or monthly comparatives. At a glance information. Large 
note space for memos. Ideal for sales, production and ad- 
ministrative managers. An excellent dealer management 
aid—simple and easy to use. Size 20 x 30. Price $2.85 for 
a full year (1953) control pad. Postpaid. 
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If you are going to be a good 
speaker, you have to learn how to 
watch your audience. You have to 
see those faces and let the ex- 
pressions tell you how you are 
doing... Usually there is a sour- 
puss in the group. He dares you 
to interest him. | try to get that 
old buddy on my side. If he cracks 
a smile, | know | am succeeding. 
By watching the audience | can 
tell the instant | begin to bore 
them. 

Showmanship in 
Public Speaking 
By Edward J. Hegarty 


tions encountered when meeting cus- 
tomers. Our messengers, for exam- 
ple, contact customers more than any 
other company representative. The 
manual for the messenger points out 
the importance of his job and_in- 
structs him in the proper techniques 
for handling customer relations. Em- 
ployes who have telephone contacts 
with customers have a similar manual. 

Finally, we had group pictures 
taken of each of our laboratory staffs, 
Each salesman has a picture of the 
laboratory personnel in his district. 
It is mounted on the last page of his 
sales manual. This directly ties our 
service staff up with the sales effort. 
It is an effective morale builder and 
a useful tool in selling our services. 

To follow up the initial send-off, 
we have built up friendly competi- 
tion among the laboratories by setting 
up an award system to reward the 
laboratory that shows the greatest 
improvement in business within a six- 
month period. This award is the occa- 
sion for another banquet for the staff. 
Periodic rechecking of the laboratories 
insures continued performance accord- 
ing to Balrex standards. 

The Balrex program has already 
brought our sales of prescription 
units considerably ahead of last year. 
Typical of the success of the program 
is the report from one district which 
shows that in the three months fol- 
lowing Balrex installation (which in- 
cluded the two slowest months of the 
year) Balrex was directly responsible 
for 281 new jobs, yielding some 
$1,700 in additional prescription bill- 
ings. In addition, the program has et 
gendered a spirit of enthusiasm on the 
part of our laboratory staffs. The 
salesmen feel that this cooperative 
effort is one of the most valuable 
aspects of the program, and has more 
than justified it. 
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Built-in baking center. Cookers of electric range 


act as canisters. Door pulls down to roll piecrust. 


Pres “8. U3 oa. C3 


SSSR, 
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Dental cabinet—for sewing supplies! Shallow 
drawers keep the spools in order. Top lifts up. 


{ 
“d 
Handling the handles! Metal hook rack keeps 
each saucepan sunny side down, easily reached. 
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Hot air dryer at back door! Heat from furnace 
duct in floor dries shoes, damp work clothes. 


...ls the headline of a stimulating 
action article in one of the nation’s 
leading family service magazines... 
SUCCESSFUL FARMING! 


With photographs of actual in- 
use instances, SUCCESSFUL FARMING 
shows how to make homes more 
functional, by means of step-saving 


arrangement and correct design 


...for more convenience and 
comfort and for easier upkeep. . 
Remodeling, redecorating, 
and new home building on a vast 
scale by the country’s best farmers 
has made a major new market for 
furniture and furnishings, modern 
kitchens and bathrooms, electrical 
appliances, and all kinds of quality 
merchandise. The SF family today 
enjoys a living standard equaling 
and sometimes exceeding that of the 
better suburbs. . . is one of the best 
class markets in the world today. 
SF concentrates approximately a 
million of its 1,250,000 circulation 


Shaped like a pie with piece missing, corner 
shelves revolve in both directions, close door! 


in the 15 agricultural Heart states 
with the best soil, largest property 
investment, highest incomes and 
living standards... gives intensive 
penetration in this market where 
general magazines are spread thin. 
Every advertiser of consumer goods 
needs SUCCESSFUL FARMING for its 
high family readership, and potent 
ol|' influence based on fifty years 
\® of service to balance national 
advertising effort, and get 
maximum sales! For details, 
call the nearest SF office. 


MEREDITH PUBLISHING COMPANY, 
Des Moines... New York, Cleveland, 
Chicago, Detroit, Atlanta...San 


Francisco, Los Angeles. 
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; Itlelps Hold Farm Income at a High, Steady Level! 


You’ve seen it many times before. Not quite as close, perhaps, but almost. For we venture 
that you’ve often enjoyed this vegetable at the dining table. 


Although broccoli is not a big crop, it’s a valuable one, and an example of the 
unusually wide variety of products Ohio farmers market to keep their income high, and 
steady, all through the year. 


The year-around farm prosperity in this top-third state makes it one of the richest 
markets for the products you sell. And, there’s an easy, economical, effective way to 
reach 3 out of 4 farm families twice each month — through THE OHIO FARMER! 


There’s another advantage. Your advertising message is carried in a publication that 
tailors the local, state and national news to the Ohio farmer’s current interests. That 
means exceptionally high readership. 


It will pay you to analyze the market in two neighboring states, also — Pennsylvania 
and Michigan — both with a similar crop diversification, income and buying pattern, 
and served by PENNSYLVANIA FARMER and MICHIGAN FARMER. We'll be happy 
to give you the full facts. Write to T1013 Rockwell Avenue, Cleveland, Ohio. 


Cleveland, Ohio 


Two other rich farm states matching Ohio’s steady farm income are Michigan and 
Pennsylvania — served by MICHIGAN FARMER and PENNSYLVANIA FARMER. 


Michigan Farmer, East Lansing, Mich. 


Pennsylvania Farmer, Harrisburg, Pa. 
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C.R. GUTH: He saw a field for 


new kind of wholesaler service. 


IF DRUGGIST CHOOSES, he can send a 
messenger to Guth's pick-up department. 


HOW IT WORKS: Pharmacist, in a hurry for the 


makin's of a prescription, telephones the order desk. 


om 
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cycle delivery. 


OTHERWISE he may be served through motor- 


Customers 


ORDER IS ASSEMBLED in spic and span, ship. 


shape stock room planned for fast assembly, 


like fast action. 


New in the Distribution Scheme: 
The Ethical Drug Jobber 


These houses, serving pharmacists, meet the need for a 
faster service than the standard drug jobber can render. 


A kind of merchandising and sell- 
ing policy has brought into being a 
lucrative new kind of sales operation 
on the West Coast. 

This small revolution in selling, 
which may have large implications 
and repercussions, is in the field of 
pharmaceutical supplies required by 
druggists in filling prescriptions. Tra- 
ditionally, drug store jobbing houses 
(of which McKesson & Robbins, 
Inc., is perhaps the best known) have 
supplied the bulk of these pharmaceu- 
ticals. 

In California a new type of whole- 
sale house dealing exclusively in 
pharmaceuticals emerged some years 
ago. In the past year or two it has 
shown remarkable growth in the size 
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of those first in the field and in num- 
ber of new operations. The develop- 
ment is giving lugubrious thoughts to 
operators of full-line houses because 
high profits can be made selling these 
prescription supplies on which the ex- 
clusive houses are concentrating. The 
exclusives, in turn, are throwing some 
of their extra profits into better serv- 
ice to their customers, the pharma- 
cists. And the full-line wholesalers, 
alert to the threat to their predomin- 
ance, are belatedly trying to catch up 
by modernizing some of their existing 
practices. 


BY ELSA GIDLOW 


The situation is one which has sig: 
nificance for sales executives and top 
management in many businesses other 
than the drug industry. Here’s how 
it looks to a SALES MANAGEMENT 
field editor who has interviewed rep- 
resentatives of each group concernee 
in the changes which are taking 
place: 


The customer as he sees himselt: 
There are, roughly, 51,000 druggist 
in the United States. They deal i 
many items other than medicine. 
Many people, including some drug 
gists, have forgotten that their prt 
scription departments are the heart 
their businesses. But the people @ 
the U.S. laid out last year about $746 
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million on prescriptions written for 
them by their doctors. Most of this 
was spent in pharmacies (usually 
located in or near buildings occupied 
by doctors) operated by men who call 
themselves “ethical pharmacists” or, 
more recently, “prescription special- 
ists.” : 

These stores resemble laboratories. 
Their fixtures and equipment, in- 
cluding refrigeration for biologicals 
and perishable medicines, are usually 
impressively modern in shining white 
or chrome. The white-coated licen- 
tiates who handle what is still called 
“compounding” (although not much 
“prescription building” in the original 
sense is done in today’s pharmacy) 
look like and are professional men 
and women. 


The Druggist's Investment 
Problem 


On a smaller scale, prescription de- 
partments of neighborhood drug stores 
more and more approximate the at- 
mosphere and service of downtown 
prescription specialists. They do a 
substantial amount of the nation’s 
prescription business, and decentraliz- 
ation of the cities is making it pos- 
sible for them to compete for a larger 
share. Emphasis here is on the word 
“possible.” 

Any average drug store owner will 
argue that if he is to serve his clien- 
tele adequately and compete with 
downtown stores for the prescription 
dollar, he must carry an inventory of 
about $6,000 in pharmaceutical items. 
The investment of druggists in pre- 
scription supplies may be as low as 
$1,000, as high as $50,000 or even 
more, but the majority of drug store 
owners are well in the middle. 

The trouble is that developments 
in the pharmaceutical field in recent 
years have tended to increase the 
druggist’s inventory, sometimes to the 
point where the investment becomes 
‘prohibitive. This is hardest, of course, 
on the medium-size store struggling 
to keep the physician’s respect and 
good will and the customer’s favor, 
while competing with “specialists” on 
the one hand and with supers and 
chains on the other. 


Prescription or trade name? Not 
many years ago doctors wrote pre- 
‘riptions listing certain medicines to 
be compounded by the pharmacist. 
today, as one pharmacist puts it, 
“the doctor is more likely to prescribe 
atrade name.” Instead of having to 
keep in stock certain basic drugs, the 
pharmacist has to be familiar with 
hundreds of manufactured formulas 
and must be in a position to supply 
them when they are prescribed. 
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The so-called “wonder drugs,” 
and many rating lesser adjectives, are 
put out under trade names of 15 to 20 
major companies and something like 
200 firms may be manufacturing 
pharmaceutical items. In the case of 
new items on the market, it is often 
dificult for a pharmacist to know if 
they are identical with, or similar to, 
other products under another com- 
pany’s brand name, or are genuinely 
new products. 

The manufacturers’ energetic sell- 
ing to doctors may complicate the 
problem for the druggist. Doctors are 
called on by detail men who try to 
sell them on this or that new drug. 
A doctor will use the product of one 
house for a time, then a detail man 
from another house convinces him 
that the product of his house has 
some superior value or advantage. 
The doctor then writes his prescrip- 
tions for the new trade name. 

It makes little difference to the 
patient, for the item may be identical 
or nearly so in its effect on what ails 
him. But it makes a difference to the 
druggist who has to duplicate his 
stock to fill the doctor’s prescription 
as written. He may have, for exam- 
ple, six different brands of antihista- 
mines on his back room shelves, but 
if a prescription comes in for a 
seventh, even though its purpose could 
be served by one of the six he already 
has, he must add the seventh to his 
stock. 


Opportunities for Service 


Consider that every day genuine 
advances in medical science are mul- 
tiplying the number of pharmaceutical 
items on the market, hence likely to 
be called for on prescriptions, and it 
will be clear that the pressure of 
events, as well as competition, pushes 
the druggist toward overstocking. 
And don’t forget, he will tell you, 
that the “new” drugs are more costly 
than medicines ever have been. 

The problem before druggists, then, 
has become one of maintaining an 
adequate pharmaceutical stock for 
prescriptions he will be called upon 
to fill, while trying to keep inven- 
tory within economically reasonable 
bounds. 

Here is an opportunity, any sales 
manager will say, for smart jobbers 
or wholesalers to make themselves in- 
dispensable to the retailers they are 
set up to serve. Have established 
houses, the leaders in the field, made 
the most of it? Their customers, the 
druggists, answer “No.” Have they 
justification for their attitude — one 
which is losing more business for the 
full-line houses than they care to ad- 


mit, in regions where retailers have 
a choice of where they will buy their 
pharmaceuticals ? 


The drug jobber—as the customer 
sees him: The customer’s view of the 
service he gets from his suppliers may 
have some bias; on the other hand, 
service is no better than the customer 
thinks it is. If he thinks it is inade- 
quate and does not give him the op- 
portunity to conduct his business as 
efficiently and profitably as he feels 
he should, one must admit that some- 
thing is wrong. . . if not the service, 
then the business relationship. 

In California, where the change in 
pharmaceuticals is taking place, phar- 
macists who know the thinking of 
their group and normally speak for 
them say, ““The big houses have failed 
in their services.” What do they 
mean by this? Taking complaints in 
the order of their importance, drug- 
gists believe: 


Summary of Customer Gripes 


1. Slow delivery is forcing them to 
overstock. 

2. Cumbersome controls and red 
tape in order departments of big 
houses make it impossible even for a 
druggist willing to pick up his own 
prescription items at the call desk in 
an emergency to do so the same day. 

3. Little or no provision is made 
by wholesale houses to make available 
to pharmacists information on the 
many new pharmaceuticals coming on 
the market. 

4. Many jobbers do not have 
pharmacists on their staffs, or tech- 
nical men who can talk their lan- 
guage. . 

5. Billing practices are not related 
to the realities of the prescription 
business, which requires that the 
pharmacist know when he is filling 
the prescription what the ingredients 
cost him. 

6. A druggist may order from his 
jobber a dozen prescription items. 
Hearing nothing to the contrary, he 
expects to receive them. Then, two 
or three days later his order arrives— 
lacking one, two or a half dozen items 
he counted on. If he telephones to 
ask when the missing items will be 
available, more often than not the 
order desk clerk does not know. 

7. Many jobbers give insufficieut 
protection from dust, mishandling, 
etc., to perishable and costly drugs 
they handle in their warehouses, and 
salesroom display seems to be un- 
heard of. 

Let’s examine 
more closely: 


these complaints 
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Our Mr. H. is an extrajp 


The symptoms are common. You are 
putting together a TV spot schedule. 
You’re eager for facts, then baffled and, 
in the end, mentally myopic... 


you have Tv spots before your eyes. 


That’s where our Mr. H. comes in. 

As a TV spot specialist, he is prepared 
for your most delicate operation. 

And as an extra-specialist, he offers you 


more than anyone else. 


' jalist 
tra pecia IS He’s the best-traveled account man 
in his seven top television markets... 
with the most first-hand facts and the 
best perspective on these markets 


you ll find anywhere. 


He works side-by-side with Tv spot’s 
finest research staff. If it’s thorough, 
case-hardened research you are looking 


for, they are the consultants for you. 


And our Mr. H. has the surest hand 
with local live talent in the business. 


He will guarantee the product you sell 


its warmest welcome ever. 


Next time you’re planning Tv spot, 


let’s talk about your operation. Mr. H. 


will be most happy to take the case. 


CBS TELEVISION SPOT SALES 


Representing wcss-tv, New York; wcau-tv, Philadelphia; 


wrtop-tv, Washington; watv, Charlotte; warM-tv, Birmingham; 


and KNxT, Los Angeles. 


KSL-TV, Salt Lake City; 


*Mr.H.H. Holtshouser of Memphis, or 
Mr. Robert B. Hoag of New York. Or 
then again, our Messrs. A. through Z. 


THAT CLEAN, EFFICIENT LOOK: Pacific Drug Distributors, Inc. is another one of the 


up-and-coming businesses in the ethical drug jobbing field. 


FAST SERVICE BEGINS with functional ‘building design. 


Here's the telephone order 


department, each desk fully equipped to supply fast answers. 


NO LOG-JAMS can hamper the order-filling process if the company is to maintain 


its reputation for speedy delivery. Packing department is near by. 


Slow delivery: It is economically 
impossible for even large prescription 
pharmacies to carry all the different 
brands of pharmaceutical items. The 
smaller ones cannot pretend to. Yet 
any day a doctor or one of his patients 
may ask for any one of them. 

It is essential, druggists maintain, 
that they be able to depend on at 
least same-day delivery. What do 
they get? In San Francisco, Los An- 
geles, and medium-size cities, “very 
good” delivery by established jobbers 
is the day after the order is placed. 
This is provided to very good custom- 
ers and in emergencies. Routine good 
delivery is two, even three, days after 
placing the order. In smaller towns 
it may be less frequent. 
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This is good enough service on gen- 
eral drug items, sundries, cosmetics 
and miscellaneous items handled by 
full-line jobbers. It is not good 
enough, druggists argue, on prescrip- 
tion items — not with an impatient 
doctor on the other telephone or a 
customer tapping his toe outside the 
prescription window. 

If the pharmacist says to the order 
clerk on the telephone, “Look, I'll 
send my messenger right over to pick 
it up—it’s an emergency,” what hap- 
pens? Believe it or not, he can’t. The 
order has to go through channels. But 
what does that mean? 


Bigness gets in the way of sales: 
We come to the second complaint on 


the pharmacist’s list: cumbersome 
controls. 

In servicing pharmacies with pre. 
scription items, the big drug whole. 
sale houses have their handicaps, 
Pharmaceuticals are among their most 
profitable items, but traditionally they 
have constituted a relatively small 
part of the merchandise supplied to 
the druggist. They handle a range of 
articles from aspirin, bicycles and cos- 
metics, on through patent medicines, 
playing cards, and toy xylophones. 

When an order for pharmaceutical 
items comes into one of these houses 
—except a few houses that are begin- 
ning to make reforms under pressure 
of new competition, to be studied fur- 
ther on—it is handled in the same 
manner as is an order for general 
merchandise. 

The order usually goes first toa 
central control desk to be checked for 
credit. Then it is scanned for the sec- 
tion—or sections—to which it must 
be routed. It may have to be handled 
on two or more floors with compli- 
cated conveyor systems used in the 
process. At the very least, 24 hours 
have passed before it can be put on 
the delivery truck or otherwise dis- 
patched to the store. Because the 
order must go through a routine, it 
is inexpedient—if not impossible—to 
have a prescription item at the call 
desk for a druggist’s messenger to 
pick up the same day. 


Technical Information: Girls who 
are efficient typists are at desks in 


order departments of large drug job- 


bing houses. They are not technically 
trained and are not as a rule trained 
to give a pharmacist waiting on the 
telephone the expert help he may need. 

The pharmacist has a semi-illegible 
prescription before him, or he in- 
quires about a trade name he never 
heard of, or he is uncertain about the 
size or strength of some unfamiliar 
prescription item. The order clerk 
cannot give him any help. Worse, 
her work does not allow her time to 
look it up or to find someone to help 
the pharmacist. What it all amounts 
to is this: Unless the pharmacist 
knows exactly what he wants—name 


‘of the drug, size, strength, who makes 


it— in addition to delay and not 
knowing if the item is in stock, he 
may have to contend with error. And 
error in a prescription is no joke. _ 

The Pharmacy Law of California 
which was amended at the last legis 
lative session states that any firm 
handling pharmaceutical items mut 
have a registered pharmacist. 50 14°; 
the Board of Pharmacy admits, no 
all of even the largest houses have 
caught up with the law. Inability # 
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THE SACRAMENTO BEE @ | 


California would be mighty “hol- 
low” too, without its Billion Dollar 
Valley of the Bees. The Valley 
| has more people than the whole 
ae ~) state of Kansas .. 

nearly 3 billion of California’s 


total buying power.* To make 
sure you cover the Valley, make 
sure your schedule includes its 
favorite papers—The Sacramento 
Bee, The Modesto Bee, and The 
Fresno Bee. 

*Sales Management’s 1952 Copyrighted Survey 


. accounts for 


McClatchy Newspapers 


. O'Mara & Ormsbee, Inc. 


National Renresentatives . . 
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4 lished 


fast er 
Blenges 
Prescriptions Are Big Business ana 
For Drug Stores WW 
B jo not 
| Drug Topics reports a new high both in number of prescriptions B script! 
| filled in drug stores, and in drug store income from these ¢ e- i neg 
scriptions for the year 1951, latest full year for which estime es . The d 
| are available. Here are the figures: I has to 
Independents Chains Tota! ae 
| Prescription 1951: — $678,000,000 $68,000,000 + $746,000,000 i 
Income: 1950: 589,000,000 60,000,000 649,000,000 aay | 
Prescriptions 1951: 361,000,000 36,000,000 — 397,000,000 I'll se 
Filled: 1950: 354,000,000 35,100,000 389, 100,000 ae | 
alreac 
Number of 1951: 216,000,000 21,800,000 237,800,000 the it 
“Tacoma Coverage New Prescriptions: 1950: 212,900,000 21,500,000 234,400,000 ‘ellow 
. ‘ ’ Prescription 1951: 145,000,000 14,200,000 +~—159,200,000 _ 
iS a Must for Refills: 1950: 141,100,000 13,600,000 154,700,000 a : 
Successful Promotion’ Per Cent Pre- house 
scription Income ome! 
to Total Drug 1951: 22.2 7.9 19.1 Irug 
says Fronk ©. Eaton, Sales: 1950: 20.8 7.4 17.8 esse 
Seattle District Manager rel 
Sunshine Biscuits, Inc. on, 
CtiV! 
Sunshine Biscuits, Inc. produces and nt 
sells a quality line of specialty foods: Whe 
Sunshine Krispy Crackers, Cheez-it, | the retail pharmacist to obtain in a maintain that when they place an & to he 
Hi Ho, Hydrox Cookies, candies, and hurry expert information on pharma- order it should be possible for them §& type 
Austin's Dog Food. The firm maintains ceutical items from the jobbing house to find out then and there whether or & being 
a distributing warehouse in Tacoma. | is most exasperating in the opinion of not all the items they need are avail- & quite 
professional men. able. If they have to wait until the & their 
“Tacoma represents a substan- order is deliveted, perhaps two or & ‘arth 
tial portion of the total Puget Billing — at whose convenience? three days later, to find that the items 
Sound market,” Mr. Eaton says. With prescriptions higher in price were not all in stock, they may have 
“We have learned from exper- | than they have ever been, pricing is lost the chance to obtain them else- 
ience that successful overall! | ticklish. The customer often wants where in time to fill important pre- 
promotion in the Puget Sound | to know what it will cost before hand- scriptions. Cumbersome operations ot “ 
area demands local, on-the-spot ing over a prescription. The pharma- big jobbing houses make it difficult I 
coverage of Tacoma. Seatile and cist wants to price competitively and for them to give pharmacists this in- then 
Tacoma, together, represent the allow himself a fair margin. To do formation and so the retailers argue § 'ts, 
state’s major market—but sep- this, he must know what the pharma- that they lose business they might § who 
arate coverage is essential.” ceuticals cost. have had. pres 
The practice of established jobbing dru 
Think twice about Tacoma! It's houses has been to bill these items as Cleanliness and display: |: han- § pita 
a separate, distinct, important they do other merchandise: deliver dling and displaying pharma -utical k 
perl i oa y Mee the order and send the invoice at the items, pharmacists who consi T this type 
uhy<on Cage Send~sen need regular time, covering purchases for important believe that the big houses § nto 
BOTH Seattle and Tacoma cover- a given period. With so many new generally fall short. Medicine-. some § ‘on 
age every time. Ask Sawyer, items on the market, not to mention argue, should be handled and <ocked thei 
Ferguson, Walker Co. price changes, pharmacists cannot in as sanitary, attractive and — areful gele 
remember the cost of each item they a manner as are foods. They m: intain sale 
use. Countless times they have to tele- they should not be stored in cr wded, iti 
phone to find out the cost before they — miscellaneous warehouses on rough § ™é! 
can price the prescription they are wooden shelves with no more rotec- ff an 
MA working on. It would be a conveni- tion from dust and mishand! ¢ (in ff ns 
1700 | ence for the druggist to have the in- the case of broached outer c tons) stat 
voice sent with the item. than such storage provides Ani 
From the start of their operation In brief, what druggists ar argu | 
News Tribune the new, exclusive pharmaceutical ing is that the prescription bus iess 1s “? 
houses have provided this service. different; that their problems quire pee 
Over 82,000 Circulation, A.B.C. Some large jobbers (where this com- special consideration if they e ‘0 del 
petition exists) are beginning to fol- operate efficiently and remai = Tew 
low suit. petitive; that developments the to 
and K TNT pharmaceutical field pe thes: prob- um 
Transit Radio Are the items available? Druggists lems constantly greater; that °stab § “e 
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fast eno heir needs or the chal- 
B lenges ot situation. 
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Wi ve to wait?" = Druggists 
P49 not 0 to imply that every pre- 
E gcriptior in emergency, though 
t everyone who presents 


way to behave as if it were. 
The di who wants the business 
has to s Yh, no, it won’t take very 
long.” lacks an item prescribed 
ind th he might get it across 
rown f i: friendly competitor, he 
mav $a You don’t need to wait. 
I'l sel out to you if you can’t 
ome b ’ adding delivery to his 
ready bc avy costs. If he doesn’t have 
the iten stock, can’t get it from a 
fellow ggist, and the customer 
won't, or can’t, wait a day or two, 
the business is lost. 

Executives of some of the big 
houses, in cautiously putting the cus- 
tomer the wrong, argue that if 


druggists would “analyze their busi- 
nesses arid plan ahead,” they would 
rarely find themselves in this situa- 
tion, that a proper scrutiny of their 
tivity would reveal that they should 
stock more of certain staple items. 
Whether or not they are right, seems 
to have become academic, for a new 
type of wholesale house has come into 
being, the operators of which are 
quite willing to serve druggists on 
their own terms— and go one step 
tarther. 


Idea Is Expanding 


These new wholesale houses call 
themselves “‘pharmaceutical — special- 
sts,” or “exclusive pharmaceutical 
wholesalers,” and they carry only 
prescription items. They sell only to 
lrug stores, or to drug stores, hos- 


pitals and hospital pharmacies. 

From the Golden State the new 
type ot operation has begun to spread 
nto other areas, but is still generally 
‘onfine’’ to western states. Getting 
their st in San Francisco, Los An- 
geles, (° kland, the new type whole- 
salers spreading to medium-size 
‘ities sh as Stockton and Sacra- 
mento, ~anching into towns such as 
san Ca os on the San Francisco Pen- 
nsula, an Jose, and into adjacent 
states. hey have spread as far as 
Arizon’ and Washington. 

In trast with the jobbing go- 
liaths, e exclusives are athletic in 
their s vice. Their long suit is swift 
deliver — anywhere from within a 
lew hc -s of placement of the order 


to the ne day. The longest elapsed 
ime is out 24 hours. The most efh- 
“lent v houses put an emergency 


DECE BER 1, 1952 


we 


FOUR WHEELS, INC. 


HOME OFFICE: 6200 NORTH WESTERN AVENUE, CHICAGO 45 
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MO fs T THE GREAT CHAMPAGNE OF FRANCE 
— ——F Bee I 


For those you want particularly to please you can be 
proud to present MOET Champagne in this beautiful 
gift carton. MOET Dry Imperial is also available in 
Magnums, Jeroboams, Rehoboams and Methuselahs for 
truly impressive gifts. 


MOET & CHANDON -« EPERNAY, FRANCE ¢ EST. 1743 


Schieffelin & Co., New York. «© Importers since 1794 
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Unusual Care... 


The task of mothering four baby rabbits 
she found, has been undertaken by Trixie, 
11-year old terrier in Milwaukee. Bunnies, 


» which must be fed every 3 hours, seem 
B very happy! 


#: 


for Unusual Care on Long-Distance Moves 


Go the MAYFLOWER Way! 


> In long-distance moving unusual care means extra protec- 
tion, extra-precaution, extra attention to every detail! That’s 
what you want... and that’s what you get when you move 
your personnel the safe and easy Mayflower Way! Mayflower 
has standardized into its service—and in many cases pio- 
neered—more major refinements in long-distance moving 
than any other carrier. Scientific personnel selection pro- 
cedures, movers’ training school, equipment manufactured 
to special specification, organized, preventive maintenance, 
special packing materials, and elimination of tail-gates are 
but a few. That’s why it will pay you to call your local 
Mayflower representative whenever you have personnel to 
move long-distance! 


AERO MAYFLOWER TRANSIT COMPANY - Indianapolis 


Mayflower’s organization of selected warehouse agents provides on-the-spot 
representation at the most points in the United States and Canada. Your local 
Mayflower agent is listed in the classified section of your telephone directory. 


order on a motorcycle wit vin a 
minutes after it is telepho ed jy 
the druggist’s messenger m vy pick « 
up within a few minutes  fter 
placed. 

They have intormati nde, 
manned by pharmacists 0: techni: 
authorities on the phar iaceyt 
items on the market. The maint, 
reference files or libraries 5 lite:;. 
ture on new drugs and phar: aceyt 


specialties to aid pharmacis s or do. 
tors who are in need of iniormatin, 
They are centrally located. Most « 
them have attractive display roon: J 
and they do a good educatioral-selliy, FF 
job. _ 
C. Rudolph Guth, San } rancis 


has the distinction of having pip. 
neered the new approach to whole 
saling pharmaceuticals. He operate 
in the San Francisco Bay Area by: 
has customers as far north as the Or. 
gon border, south to Santa Barbar; 
east to Nevada and west to th 
Hawaiian Islands. His business ha 
the designation, “Pharmaceutical Spe. 
cialties.”” It dates back to 1927 whe 
it was known as Guth Biologic: 
Laboratories. In 1928, Guth says, he 
began to supply prescription items i 
a limited way, at first to druggist 
who were his customers. Quietly ani 
in response to demand, the busines 
grew. Guth saw the need for a mor 
specialized type of advice than estab- 
lished jobbing houses were providing. 


Who's Who in the Field 


During World War II advance 
were made in the development of ow 
new medicines. These came strong! 
onto the general market at the end 0! 
the war and since then the prescrip: 
tion business has grown tremendous! 
in volume. Guth saw his opportunit 
for a full-fledged, exclusive pharme 
ceutical wholesale service. 

Meantime, across the Bay in Oak 
land, a chain of drug stores, the Rose 
Waterman Drug Co., set up a pit 
scription buying unit to service It 
own prescription departments mor 
efficiently than the chain felt jobber 
were servicing them. Other » harme 
cists began to call on the buyi: g unit 
for assistance. This operatio: grew 
becoming the East Bay Medi. «l Sup 
ply Co. It is now a full-fledge. exclu: 
sive pharmaceutical wholesa! hous 
although still connected w= h tht 
chain, and so in the last anal: sis 1 
by pharmacists. 

First in the field to deli ‘ratel 
start as a pharmaceutical w_ oles@l 
house serving pharmacists exc siv¢ 
was Pacific Drug Distribute s, L® 
Angeles. This: firm was orga: zed! 
1946 by three men, two of the 1 clos 
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At 


your 
age ! 


If you are over 21 (or under 101) it’s none too soon for 

you to follow the example of our hero, Ed Parmalee, 

and face the life-saving facts about cancer as presented in our 
new film ““Man Alive!”’. You’ll learn, too, that caneer is not 
unlike serious engine trouble—it usually gives you a warning: 


(1) any sore that does not heal (2) alump or thickening, 

in the breast or elsewhere (3) unusual bleeding or discharge 
(4) any changeinawartor mole (5) persistent indigestion 
or difficulty in swallowing (6) persistent hoarseness or 
cough (7) any change in normal bowel habits. 

While these may not always mean cancer, any one of them 
should mean a visit to your doctor. 

Most cancers are curable but only if treated in time! 


You and Ed will also learn that until science finds a cure for 
all cancers your best “insurance” is a thorough health 
examination every year, no matter how well you may feel— 
twice a year if you are a man over 45 or a woman over 35. 
For information on where you can see this film, call us or 
write to “Cancer” in care of your local Post Office. 


American Cancer Society 


MAN ALIVE! is the story of Ed Parmalee, whose 
fear weakens his judgment. He uses denial, sar- 
casm and anger in a delightful fashion to avoid 
having his car properly serviced and to avoid going 
to a doctor to have a symptom checked that may 
mean cancer. He finally learns what a difference it 
makes (in his peace of mind and in his disposition) 
to know how he can best guard himself and his 
family against death from cancer. 


Sales Management Figures 


Greensboro 


News and Record 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


YOU CAN BANK ON THIS—1/5 of all t.¢ folq. 
ing money spent on food and retail 
North Carolina, comes from the pockets 
that make up the 12-County ABC ( 


The only medium with dominant coverage in the 
Greensboro 12-County ABC Market, and with 
selling influence in over half of North Carolina! 


=, 


“This is the size we send to the Growing Greensboro Mar et!" 
ar 


Sales in 
f folks 
rowing 


Greensboro Market. These people—1/6 o° North 
Carolina’s 4-million population—have 1/5 of the 
state’s $4-billion buying power. If you want to 
see concrete results of active advertising. better 


schedule the Growing Greensboro Market, and 
the 100,000 daily salesmen of the GREENS. 
BORO NEWS & RECORD... 


Se 


to the pharmaceutical industry: Dud- 
ley Holt who had been a division 
sales manager for Sharp & Dohme, 
pharmaceutical manufacturer ; Charles 
Head, for 17 years with the Los An- 
geles Wholesale Drug Co., and Stan- 
ley V. Holt, brother of Dudley, an 
insurance man who is president of 
Pacific Drug. The first year the firm 
had three employes. Today there are 
42 and 7 of them are registered phar- 
macists. Pacific Drug claims to have 
more than 1,000 of the 1,600 pre- 
scription drug store accounts in South- 
ern California. 

More recently Western Drug Sup- 
ply started in Sacramento to whole- 
sale prescription specialties; Valley 
Wholesale Drug in Stockton, with a 
similar policy; Clark Drug Co. in 
Phoenix, Ariz.; Western Drug, Guth 
and Clark have already opened 
branches. 

All pharmaceutical specialty houses 
emphasize service, particularly speed 
of delivery. From Guth any pharma- 
cist in the San Francisco area can 
have a delivery within a few hours, 
or faster, after the order is placed. 
Says Frank Ford, manager: “In an 
emergency we can have an order out 
within minutes after it has been re- 
ceived.”’ As a regular schedule Guth 
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has three deliveries a day. In San 
Francisco orders are filled and deliv- 
ered the day they are received. Out- 
side of San Francisco they are dis- 
patched the same day, conveyed ac- 
cording to the request of the pharma- 
cist—by Greyhound bus, Railway Ex- 
press, parcel post, air mail, or trans- 
ocean clipper —the druggist paying 
the costs. “‘A surprising number of 
orders placed from outside San Fran- 
cisco are sent air mail,” says Ford. 
Orders taken up to + p.m. are filled 
the same day. | 

What druggists in the area appre- 
ciate is Guth’s pickup counter. They 
can telephone any time during the 
day and the item is ready for the mes- 
senger when he arrives. 

Another refinement of service off- 
ered by Guth: The company switch- 
board has private telephone lines to 
most major downtown pharmacies in 
San Francisco. “We service many of 
them three and four times a day,” 
Ford points out. 

Western Drug offers four deliv- 
eries a day for customers in the Sac- 
ramento area. Pacific Drug, with Los 
Angeles’ far-flung city limits to con- 
tend with, delivers orders received 
before noon not later than 5 P.M.; 
afternoon orders are delivered by 10 


the following morning. Dudley Holt 
says that 22 hours after receipt o 


an order 

time. 
Pharmaceutical _ specialty 

pride themselves on having ins 


outside salesmen who are exp: 


prescription products. At 


Drug 4 of its 7 pharmacist-sa 
take care of telephone orders. 

the warehouse and s! 
believes 


are in 
department. Pacific Drug 
that pharmaceuticals should | 
dled only by specialists—whi 
than fulfills the spirit of the 
amendment to the Californi: 
macy Law. 

Guth takes the same attitu: 
Manager Ford: ‘We have thi 
time pharmacists. We put o1 
experienced men on the ord 
phones. These experts deal 
with the pharmacist in tak 
order and they are willing a 
to take the time to be helpful 
help may range from helping 
macist decipher a difficult pres 
or identify a new drug, to help 
figure out the size or strengt! 
item if the doctor is vague, a 
him on the make of a drug m« 
able to the needs of the presc 
or giving him information a 
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new dr ently put on the market. 
~ Pacifi ug has a stunt for mak- 
ng sure t its experts are kept in- 
formed henever a new product 
comes 11 he house, a representative 
package laced on each man’s desk 
ane here until he has become 
thoroug familiar with it: name, 


usage, and any other 
‘formation. Quick package 
for speedy servicing is also 


manula 


pertine 


recognit 
develoy 

Guth «s a firm policy of not let- 
ting a macist who is placing an 
order | the telephone before he is 
told whether his order can be deliv- 
ered in ‘ntirety. If any item is not 
in stock, the pharmacist is advised 
when ll be available. This gives 
him a chance to seek it elsewhere if 
he is in a hurry. And Guth’s special- 
ists will even help him out in this. 

In selling pharmacists, personal 
contact by held men who are special- 
ists or who are pharmacists is most 


il, supplemented by telephone 
and some direct mail. ‘““Our best sales 
talk is our service,” is Guth’s atti- 
tude. “In the early days the service 
spoke for itself. Pharmacists are 
cliquish. ‘They tell one another.” 
Pacific Drug issues a 126-page cata- 
log each year and about once a fort- 


successt 


nissht mails a bulletin of product in- 
formation to approximately 2,000 
contacts in its area. 

One of Pacific Drug’s strongest 
selling points is that its service makes 
it unnecessary for a druggist to over- 
stock on expensive drugs: Someone is 
always there to supply him with what 
he wants when he needs it. 

There are many other areas of 
service where newcomers in the phar- 
macy supply field are outdoing one 
another to prove to the druggist that 
they mean what they say when they 
provide personalized service. For ex- 
ample, in Guth’s salesroom and ware- 
house (in a downtown office build- 
ing), druggists or doctors may see the 
new drugs on display, protected from 
dust and refrigerated when needed. 
They obtain information about them 
from specialists. 

What the new conception of phar- 
maceutical wholesale operation sums 
up to is that these pioneer houses are 
making themselves indispensable to 
druggists by giving a service which 
makes it unnecessary for them to 
carry unprofitable inventories. 

The ideal of the most forward- 
looking among them is to serve as a 
clearing-house for the maximum num- 
ber of pharmaceutical items to be 


supplied to the druggist on demand 
in the quickest possible time, accom- 
panied by authoritative information. 
This enables the druggist to give the 
best and quickest service to his cus- 
tomers and doctors with the smallest 
possible inventory. 

The aim is not completely realized 
as yet because not all pharmaceutical 
manufacturers have come to see the 
benefits of selling through the new 
type houses. Some prefer to sell direct. 
Of the manufacturers represented— 
200 or more —the specialty houses 
will point out that they have fuller 
lines than any of the full-line houses. 

How have dtuggists responded to 
the new concept of service? The 
growth of the new firms speaks for 
itself. Pacific Drug, as we have seen, 
has on its book? the greatest number 
of available accOunts. Guth is giving 
formidable con'petition to two top 
full-line house? in San Francisco. 
“Line for line,’ says Ford, “we com- 
pare with ang full-line wholesale 
house on presci#™tion items.” 

“T can tell ygh this,” commented a 
man high in phi macy circles in Cali- 
fornia, ‘‘the plg@-maceutical specialty 
houses have t’pan the cream of the 
business away fm the older jobbers 

reason: ‘fey failed in service. 


ee 


purchasing power — they use it! The figu 
story. In total retail sales per family, Sovy;h Bend is 
FIRST in Indiana. Your advertising in the South Bend 
Tribune reaches people who buy —and it ¢eaches all 
of them (103.1% coverage of South Bend 


. tan Area)! Get all the facts. Write for free market 
data book entitled “Test Town, U.S.A.” 


Che 
South Send 


Cribune 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPMESENTATIVES 


es tell the 


Metropoli- 


The South 5. ind, Ind. Market: 
7 Counties, 2 Million People 
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own salesmen, from organizations, from newspaper adver- 


How Brown & Bigelow Recruits 
A New Salesman and Gets Him Started 


Leads on qualified manpower come from the company’s 


tising, and from customers. Screening is done according 


He is between 25 and 42, preter- 
ably halfway. A younger man may 
not have experience and an older man 
may lack physical capacity 
enough to do a good job. 

He has a high school education. 
Our experience proves a college man 


long 


is not necessarily a better salesman, 
though he may be an excellent candi- 
date. 

He has imagination, shows unusual 
mental activity, is able to see oppor- 
tunities others do not see. 

This describes the man Brown & 
Bigelow, St. Paul, Minn., considers 
the ideal candidate for a sales position. 

Our firm first decides whether a 
salesman candidate has the imagina- 
ion and ability to succeed. ‘Then he 
is put in an office with three experi- 
enced salesmen, each of whom accom- 
panies him in turn, If they recom- 
mend him to the manager, it’s a point 
in his favor toward getting a job. 

We like married candidates with 
one or two children. This indicates 
stability. They should carry at least 
a minimum of insurance, own an auto- 
mobile, have equity in a home. We 
like to hire salesmen who want a 
higher standard of living, since they 
are likely to be aggressive and make 
more sales. 

There are three steps in our hiring 
procedure: recruiting, selecting, train- 
ing. 

Our records show that 55% of our 
successful men were directed to us by 
our field men—a much larger propor- 
tion than has come from other sources. 
Many salesmen fail during the first 
vear (41% with our firm) because 
they are not able to sell what we call 
“Remembrance Advertising.”’ We are 
certain that if the salesman does not 
succeed during the first 60 or 90 days, 
he never will. Once established, few 
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to plan, early training handled by training supervisors. 


BY R. E. KRANHOLD 


Vice-President, Brown & Bigelow 


salesmen leave the company because 
they like high commission rates and 
Remembrance Advertising. 

The best source in recruiting new 
salesmen is our present sales. staff. 
When one of them brings in a recruit 
who stays six months, we give him a 
Mission leather bag. 

The next best source is newspaper 
advertising, which we are testing in 
metropolitan areas. We find adver- 
tisements must be “slanted” toward 
the area in which the newspaper is 
circulated. In one area, for instance, 
the better candidates might be inter- 
ested in job security; in another, 


higher income might be more impor- 
tant. 
good. 

Brown & Bigelow believes its 2- 
column, 3-inch advertisement on the 
page of the 


‘The percentage of returns is 


sports Akron Beacon 


“If a sales applicant asks for too little 
money, we believe he has too little 
ambition ...not enough imagination to 
sell our products.”—R. E. Kranhold 


Journal last July is the kind which 
brings the best response. Reasons: 


1. Sports-page advertisement at- 
tracts men already emploved, who 
want to advance themselves. 


2. Our advertisement announced 
that the opening resulted from the 
promotion of a former salesman (who 
was named) to the home ofhce, but 
was also due to the development of a 
new department in our 
company. 


expanding 


? 


3. It asked for a creative, profes 
sional salesman. 


4. It mentioned that among sta 
salesmen for Brown & Bigelow, +4 
averaged $11,200 during 195! 

5. It promised “active and old at- 
counts’ on which to work. 


6. The name Brown & B& gelow 
was set in large type. The ad) ertise- 
ment stated the company’s ma:powe! 
director would be available on « desig: 
nated day to interview applicar’s, and 
that the job would be filled ‘uring 
the week the advertisement ap; cared. 


A third source of recruits s the 
personal contacts our district mat- 
agers have in their areas with eople 
in sales executives clubs, traffic clubs, 
and other organizations. Fhe cor- 
tacts may provide leads to car ‘dates 
we want. 

We also send letters to - ‘ected 
customers, asking them if the wart 
to help their friends open the . »or t0 
bigger sales opportunities. W~ tell 
them we are interested only men 
with whom they would like 0 do 
business. The volume of resp: ise 
surprising. 
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TRAINING SUMMARY 


(FILL OUT AT END OF TRAINING PERIOD) 


ANS PRESENTED 


IN YOUR OPINION, HOW DOES THIS MAN 
MEASURE UP ON THE FOLLOWING POINTS? 


(Check one column for each point) 


BELOW 
AVERAGE 


ABOVE | 


AVERAGE AVERAGE | 


STANDING 


TOTAL 
TOTAL PRESENTATIONS CALLBACKS 
Dates a PRESENTATIONS RESULTING LINED UP 
‘Reem MADE IN SALES FOR SALESMEN 
BU > NAME IDENTITY 
1. Feo!’ alendar Franchise 
‘ Bo t, 4H, Safety, etc.) | | 
Inc Hangers . 
Pe. angers — S.  ee — 1. Attitude 
4. C ty Calendar Programs i 
ee ae aati nee ai 2. Appearance 
4. Ex Calendars = Industry 
Z (Willingness 
5. M » Billboards _ : ee eee oe 3. to Work) 
6. Po usiness Card Idea 7 
d ili ) 
Red Redilites, etc.) 4. Initiative 
~ CHRISTMAS BIRTHDAY [CHRISTMAS BIRTHDAY | CHRISTMAS BIRTHDAY si nh 
He baad GOOD CUSTOMERS DISTR PLAN DISTR PLAN DISTR PLAN Ability "0 
— 5. Approach 
Knowledge of 
1. Ce eC e 
iL <¢ overag Sales Stories 
* Pe — é. and line 
- - 3 Ability to 
3. Home Plans Make a 
- = a 7. Presentation 
4. Des ans Ability to 
r 8. Close 
5. Desk Franchises Planning 
9. His Work 
INVITING MORE BUSINESS - 
Prospecting 
1. Playing Card Premium Plan 10. Ability 
= = . Condition 
2. Direct Mail of General 
—_ 11. Records 
3. Free Gift Offers dition 
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'A4 GOOD START FOR A NEW MAN is half the battle of 
‘making him into a stable, productive salesman. A newly hired 
man is under close observation of a training supervisor who 
makes out a daily report for the home office training division, 
for the district manager, and the divisional sales manager. Front 


source of candidates con- 
ployment agencies that spe- 


sales personnel. 


t’s return to salesman selec- 


to select a salesman to sell 
nce Advertising because we 
e than 117 kinds of busi- 
every business is a poten- 
er. Our vast line, unlim- 
ution ideas, varied custom- 
id a flexible, astute sales- 


ympanies use aptitude tests 
lesmen, but we have been 


ind one that fits 


our sales 


Ve believe our own forms 
essential information. 
plicant asks for too small 


ess than $300 a 


month— 


he has too little ambition, 


icks imagination 


to solve 


blem as complex as selling 


nce Advertising. 


On the 


1, we consider $10,000 or 
yr the first year too much 


in of 


unproved 


abilities. 


Bigelow’s records show an 


i; ez 


average salary of $8,100 after one 
year of employment. We have ap- 
proximately 1,100 salesmen. The top 
12 or more earn $20,000 a year or 
better. Our average order is $146. 

Brown & Bigelow produces more 
than 800 leather, paper, plastic and 
metal advertising specialties, but that 
doesn’t bewilder new salesmen, They 
learn from the start that they do not 
sell merchandise . . . they sell Re- 
membrance Advertising. The sales- 
man’s trainer emphasizes that he 
should help his customer to build 
identity; retain old customers; bring 
in new customers. 


The Salesman's Approach 


The advertising specialties Brown 
& Bigelow sells are the only means 
the company has to convey the value 
of Remembrance Advertising. The 
salesman first studies the need of the 
prospect he approaches. He may de- 
termine that need from studying the 
many survey reports in the company’s 


shows call detail. Back (upper half of sheet shown above) is 
filled out at the end of the training period. Note that it includes 
an appraisal on each of 12 factors. Lower part of this page is 
reserved for “instructions given the salesman,” and “recommen- 
dations to district manager for follow-up work with this man.” 


research department, or he may learn 
about it during a few minutes’ talk 
with the prospect. He may know 
from his own experience what prob- 
lems a business faces seasonally or 
constantly. He soon becomes familiar 
with every type of business along 
Main Street. He deals with and helps 
them all. 

If a retailer needs more store traf- 
fic, the Brown & Bigelow salesman 
may show him a calendar with a num- 
bering plan. These calendars build up 
name identity and the number plan 
brings people into the store. A num- 
ber is drawn each week and posted 
in the store. The person whose cal- 
endar has that number brings it in 
and receives an award—often another 
Brown & Bigelow product. Each of 
these products carries the business- 
man’s message into the home for more 
lasting display. 

Our salesmen are taught to con- 
sider carefully what their prospects 
need to make them better known, bet- 
ter liked, better patronized. For ex- 


ample, one Brown & Bigelow sales-\4\ 
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man solved the problem of a manu- 
facturer-distributor of industrial oils, 
who wanted to build good will among 
the men who actually used his prod- 
uct, and who were in a position to 
recommend a product to the front 
office. The salesman suggested playing 
cards that carried the oilman’s mes- 
sage. They were distributed among 
the men in the shops, who played with 
them during noon hours or rest 
periods. The plan worked so well the 
manufacturer has used the idea for 
the last eight years. 

The Brown & Bigelow salesman 
might suggest direct mail items such 
as novelty pieces or blotters to an- 
nounce a new small business. They 
can be distributed by hand or by mail, 
and are not expensive. Or the sales- 
man may suggest sleet scrapers or 
key chains for filling station operators 
who want something to place in a cus- 
tomer’s car to remind him to stop 
and buy. Many Brown & Bigelow 
salesmen use the playing card pre- 
mium plan: The customer receives a 
coupon for purchases from a filling 
station, turns in a designated number 
and receives a deck of cards carrying 
the station’s message. Then there are 
birthday, anniversary and_ holiday 
plans which retailers use to build cus- 
tomer good will. Good customers are 
remembered on special days when the 
merchant acknowledges appreciation 
of their businesses. 


Starting the New Man 


Brown & Bigelow has a sales train- 
ing program under the direction of 
I. H. Dart, Field trainers, selected 
after rigid screening, start to train in 
the home office. After three weeks in 
various departments, they are ready 
for their first field trip. The schedule 
is two weeks on the road, one week 
in the home office to continue man- 
agement training. From this group 
future managers are selected. Field 
trainers work closely with the promo- 
tion department. New ideas are field 
tested by the salesmen in the various 
district offices. 

Salesmen are rated by the field 
trainers, but the field trainer’s opinion 
is not the determining factor in mak- 
ing the final decision. Brown & Bige- 
low adheres strictly to the policy that 
all men should be hired with the dis- 
trict manager’s approval. The district 
manager may consider the trainer’s 
recommendation or not. His decision 
on the man’s ability is final. 

Training films cover our basic sales 
stories. We have seven films now in 
use in district offices. Nineteen field 
trainers work with district managers 
to train salesmen to use the right 
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presentations. To supplement the All promotions are mac from ¢, 


films, district managers use charts. field force. When the mei are reaj 
And the company is preparing a sales for promotion we point o © the me. 
manual to cover briefly the sales story. who left $5,000-a-year Jos, decane 

We consider the weekly company field trainers in a year © © eightee 
publication and regional sales meet- months, district managers ¢ vo or {py 
ings important in training salesmen. years later. 


“ ~~? 


Masonite 


PANEL PROMOTER 


Hardwood isn’t hard to promote with this silent salesman designed 
to put bulky home lumber products and sample specialties wher: he 
customer can see them. Photographs of product use in home, s* ‘re, 
or for commercial modernization may suggest improvements the n- 
sumer wants. The photographs are changed from time to tim to 
show different product uses. Beneath them is a literature rack. ‘ us 
tomers select from 4 panel sizes. 


The Masonite Corp., manufacturer, displays its specialty proc ts 
—Presdwood, Leatherwood, and Plyron—in shopper-stopper fas 00 
in the exhibit. Here a dealer has chalked prices on panels, whic! ire 
easily removed and replaced in the troughs. The unit accommo: és 
40 panels. Allied items such as paint and brushes are exhibite on 
the opposite side, offering dealer a chance to increase the unit of le. 


Trial tests on dealer floors reveal that the display readily n ¢s 
the initial assortment of utility panels, giving the dealer a < 
return on investment. With each unit sold, the company sup -'¢ 
assorted envelope stuffers bearing the dealers imprint. 
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FOOD WASTE DISPOSER: It has one- 
third of the housing cut away to clarify 
‘the action of a garbage disposer. Lubri- 
cated roller bearings, resilient mountings, 
floating impellers are exposed to the 
prospect who wants such technical infor- 
mation. It’s called the Disposall, made by 
General Electric Company’s Major Appli- 
ance Division, Louisville, Ky. G-E makes 
it available to dealers for about $80, but 
it’s a self-liquidating investment: Most 
of the working parts are intact, making it 
possible for dealers to salvage usable, 
new repair parts — with a total resale 
value exceeding $80. Model by Product 
Presentations, Inc., Cincinnati, O. 


Tools for Selling: 
~ | Miniature Models 


“MBOSSER: It’s a production machine scaled down to one-tenth actual size 
‘* Dilts Machine Works (paper making and converting machinery), Fulton, 

Y. R. J. Jacobs, manager of sales and engineering, says: “With it, more 
eople will listen to our story when we approach a plant.” Made by F. Ward 
irmon Associates, Halesite, Long Island, N.Y. 


DECEMBER t, 8962 


EARTH SHAKING! 


Only 5 cities in the 
United States have 
Sunday newspapers with 
circulations larger than 
MINNEAPOLIS SUNDAY 


TRIBUNE 
620,000 


in the Upper Midwest! 


More Effective. ) More SELLective 
ares ||] 


Every HAIRE Trade Paper 
is TOPS’ in its trade 
\\\ 


HANDBAGS | 


ano ACCESSOPIFS 


i cicinit — 


COSMETICS N 
TOILETRIES ||| 


1170 Broadway - New York 1, N. Y. 
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Boost sales with Waddell 


POINT OF SALE 


Displays 


For deals or resale! 


Get our price on self-amortizing 
displays to build dealer sales! We 
ship standard counter, floor, and 
wall units from stock; and custom 
build in quantity to your specifica- 
tions. Tell us what you sell, type 
of unit wanted, and how many! 

Free warehousing and 
drop shipments may be arranged. 
THE 


scaled miniature service staiions do the 
WADD E trick. Offices, lube areas and pump 
islands can be quickly arranged for maxi- 


COMPANY, INC. mum efficiency without preparing numer- 
Since 1889 ous drawings. Replicas produced by 


: Architectural Model Materials, Inc., 4208 
Dept. D Greenfield, Ohio W. Armitage Ave., Chicago. 


WHERE TO LOCATE? When The Pure 
Oil Co., Chicago, wants to determine the 
most effective utilization of a station 
location, or wants to plan more func- 
tional station layouts, these accurately- 


THREE DIMENSION PICTURES 
‘SB CAN 


View-Master stereo color pictures will add 
a dynamic new selling dimension to the por- 
trayal of your products and services! Sales- 
men like to use View-Master “come to life” 
pictures because they get and hold attention, 
because they’re lightweight, compact, easy 
to carry and show. Sales managers like View- 
Master stereo pictures because they get re- 
sults at low cost! If you have a selling 
problem, big or small, View-Master stereo 
pictures can help you solve it. Write for 
complete information. 


STEREO SELLING PICTURES 
® Sawyer's Inc. 
 SAWYER’S INC., Dept. SM 
Portland 7, Oregon 


Please send information about View-Master three 
dimension pictures for commercial use. 


GASOLINE METERS: Can these meters be installed on any transport truck 
regardless of the piping arrangement? What about gravity flow, air elimi 
nators and strainers and optional inlets? Salesmen for the A. O. Smit! 
Corp., Milwaukee, anticipate such questions, use these meters, one-quarte 
actual size, to demonstrate flexibility of installation and the function o 
accessories. Top photograph shows model fully dressed; below are variou 
parts. Models were cast in the company’s factory, finished by Edwar< 
Hilditch, head of the meter experimental department, in the basement of hi 
own home hobby shop. 
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ARCH OBOLER'S 


BWANA DEVIL 


SW AER ERUICENT COLOR 


THE FLAS] Netiral bbriow 
CAMERA 


ARCH OBOLER, producer-director of “BWANA DEVIL,” world’s firsts NATURAL VISION 


three-dimensional feature movie. Shown in lobby of Hollywood Paramount theater. 


Stowe-Reallist wag our choice forall sill photography, 
tt cant Le deat forthror-dimensional reali." 


ARCH OBOLER, producer-director 
Arch Oboler Productions, Hollywood 


REALIST is an important part in the promotion of 
ana Devil’, starring Robert Stack and Barbara 
REALIST pictures taken throughout its filming 
¢ used in theater lobby displays to illustrate dra- 
the three-dimensional features of the movie 
his novel advance approach to promoting a movie 
g highly successful, according to Mr. Oboler. 
se of REALIST pictures in commercial sales is one 
itstanding success stories in American business. 
deal for putting new life — and a new dimen- $159.00 (Tax inc.) 
n any sales promotion program. REALIST pictures 


ingly true-to-life, as well as being light, compact nd 

ily effective. STEREO ( ad 1S | 

1 haven’t seen REALIST pictures, ask your nearest 

lealer or commercial photographer to show you THE CAMERA THAT SEES THE SAME AS YOU 
‘nce you do you'll know why the REALIsT is such 


sful sales tool. Davin WHITE CoMPANY, 385 7 ; ; 
ey Milw: k > Teo ; SHG] 9. Cameras, Viewers, Projectors, and Accessories are products 
ourt Street, Milwaukee 12, Wisconsin. of the David White Company, Milwaukee 12, Wisconsin. 
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DO YOU GIVE 


312 High St. 


Your Salesmen 


* Letters Testimonials 
¢ Orders * Inspiring 

¢ Call Reports Articles 

¢ Long hand Sales Charts 


Memos ¢ Expense Sheets 
ANYTHING PRINTED, WRITTEN, DRAWN? 


... THEN YOU NEED 


the ONLY Portable PHOTO-COPIER 


CONTOURA eliminates tedious typing. 


Makes all the copies you need—dgquickly, 
accurately, inexpensively Fits easily into 
briefcase or desk drawer. Use it at work, 
at home—ANYWHERE. Copies _ bound-in 


yages of books as easily as flat documents. 
Norks on any 


COPIES OF 


110-120 electric outlet under 
normal light conditions. NO DARKROOM 
NEEDED. Fully guaranteed. Two 
els: $39 and $59. 


WRITE TODAY FOR FREE LITERATURE 
F. G, LUDWIG ASSOCIATES 


Deep River, Conn. 


Mod 


a 


“THE QUAD-CITIES 
74° in RETAIL SALES _ 


among Sales Management's 
162 Metropolitan Areas 
« 


STEADILY increasing 
is the standing of the 
Quad-Cities among the 
162 standing metropolitan 
areas. Now in 74th place 
for retail sales volume, 
the Quad-Cities continues 
to grow. And growing 
with this community for 
over 25 years, WHBF is 
a powerful influence in 
the homes of over 240,500 
Quad-Citians — quality 
people who buy quality 
goods—yours included, if 
you tell them. 


Les Johnson, V.P. and Gen. Mer. 


Represented by Avery-Knodel, Inc. 


— 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 


TEXTILE PIECE GOODS DRYER: 
Ordinarily an ugly thing, a dryer. Bu 
The National Drying Machinery Co 
Philadelphia, trys to make ’em look 
attractive, thinks nothing better illy. 
strates improved design than a simple 
model. The company displayed 9 models 
at the American Textile Machiner 
Manufacturers Exhibit, Atlantic City 
set up like the picture above. An almost 
identical exhibit is in the company’s 
salesroom at the home plant. But New 
England and southern representatives 
maintain model exhibits, too, and so does the European representative 
These models are non-operating, but create “terrific curiosity and 
appeal when shown,” and illustrate “the particular advantages our 
type of dryers hold for our prospects.” Made by F. Ward Harmon 
Associates, Halesite, Long IsInd, N.Y. 


A WHOLE LABORATORY: One way to better serve the public is to esta 
lish new facilities through which new products can be developed and exis::ng 
ones improved. That’s what The Procter & Gamble Co., Cincinnati, is doing 
at its new research laboratory, near Venice, O. There, radioactive tracers 
and an electron microscope will analyze consumer products such as so#)s5, 
synthetic detergents, shortenings, toiletries. But before the lab’s constric- 
tion began, carefully made models, shown here, were studied by P & G 
engineers to determine the most efficient flow of materials through ‘he 
manufacturing process, the adaptation of manufacturing units to particu‘ar 
terrain and the placement of equipment for maximum safety. The mo/el 
plant was constructed by P & G’s own engineering division. 
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SMALL BARN, BIG IDEA: On page 30, this issue, you'll find story of Penn 
Power's “Farm Market Sales Tactics,” and you'll see how company’s farm 
sales department puts more than spark into electricity. These pictures— 
model barn, above, schematic drawing, below—show tools Penn Power farm 
representatives use to sell forced ventilation and hay finishing systems to 
farmers. Model barn demonstrates virtue of forced ventilation when chemi- 
cally-made smoke is introduced into air stream of vent system (note fan) 
to show air movement characteristics. Schematic drawing is result of two 
calls by salesman: In first call representative develops prospect by taking 
measurements of haymow in which hay finisher is to be installed. On second 
call salesman brings “personalized” Hay Finishing Booklet (left) with him, 
opens it (right) to blueprint of farmer’s haymow, uses blueprint to explain 
installation technicalities. Out of 800 presentations, 70 farmers bought fans. 
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THE PERFECT SALES KIT 
| Z Combines a Ring Binder Display Unit with a Handy Zipper Case 
= Attracts and holds prospect's attention by setting up sales material 
at a 30° angle when he is standing, or a 60° angle when he is sit- 
ting. Two pockets hold order pad, circulars, etc. Weatherproof 
zipper closure. 


SEND FOR FREE FOLDER 
1704 WEST WASHINGTON 
Sales “Tools, Tue. CHICAGO 12, ILLINOIS 


Seerrt eee 
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Mark your product 
Z i. 


Spotlight your product with a sparkling 
metal name plate. We gladly cooperate with 
sales and advertising executives to create 
standout identification which reflects your 
product’s quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. J 
Subsidiary of Dodge Manufacturing Corporation, Mishawaka, Indiana 


In spite of 
increasing 
defense production 
which means increasing 
shipping congestion ahead, 
You can depend upon EMERY 
the world’s fastest 
transportation system 
For all Air Shipments — Inbound or Outbound 
Call for Immediate Pick-up 
24 hour service—rain or shine! 


lx 
a 


EMERY AIR FREIGHT CORPORATION 


Offices in all principal cities in the U. S. 
Consult your ‘phone book 
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10 Ways to Avoid Costly Headaches 
When You Market Abroad 


American management is well aware of similar pitfalls in 


domestic selling, but pressure of time, lack of adequate 
personnel, and unreliability of some data can end in 
frustration, loss of market opportunities, and profits. 


BY RUSSELL F. ANDERSON 


Director, Overseas Business Services 
McGraw-Hill International Corp.* 


Although it is impossible to assem- 
ble any statistics to prove this, I be- 
lieve that any score card on U. S. 
business operations generally would 
show that more management errors 
are chalked up on the foreign side 
than in any other operating phase of 
over-all management. 

Why? 

There are many reasons. First, a 
good percentage of American com- 
panies enter foreign markets only 
when inventories pile up. They drop 
out again. when domestic sales are 
booming. This in-and-out, haphazard, 
part-time approach isn’t conducive to 
long-range planning. Errors under 
this method become inevitable. But 
probably the biggest contributing rea- 
son is that most companies do not have 
enough personnel with the necessary 
foreign know-how. Chances are that 
in any large company foreign sales 
will run 10% or less of its total vol- 
ume of business. The foreign end of 
the business may be large in itself, 
but against the company’s total it is 


small. Top management therefore 
doesn’t always earmark the necessary 
funds for proper full staffing of the 
foreign side, By the same token, man- 
agements more preoccupied with do- 
mestic business do not always accord 
the necessary time to sound foreign 
planning. This, too, leads to errors. 

Foreign operations — whether they 
involve sales direct from the U.S. or 
local manufacture — are considerably 
more complex than domestic selling. 
For to all the headaches and problems 
of domestic marketing must be added 
those that go along with foreign 
language complexities, varying and 
fluctuating currencies, shipping prob- 
lems, ham-stringing foreign laws, cus- 
toms, and a myriad of other barriers 
to simplified marketing. 

The foreign trade picture is chang- 
ing. Many countries are buying less 
and selling more in world markets— 
in short, foreign competition is in- 
creasing sharply. Output has already 
caught up with, or exceeded, demand 
in some lines—which means tougher 


We're Big Overseas 


United States companies currently have an estimated $16 billion 
invested in plants abroad and American foreign trade, export and 
import, figures to top $26 billion during the current year. This 
gigantic global business did not reach its present magnitude without 
brilliant planning by some American companies. But the fact is that 
many firms have come by their foreign business not because of 
planning, but despite the lack of it. In the years immediately follow- 
ing the war, when the U.S. was in a favored position to supply much 
of the world's pent-up demand, American exporters were confronted 
with virtually no competition from traditional sources. 


competitive selling. Many count 
are economizing on foreign 
—thus cutting back on U. §, » 
chases. What it all adds up ‘0 is th» 
from here on the normal sources ¢: 
supply and demand are at work, 


xchat g 


Most American concerns in ¢ 
postwar years were able to skim ¢ 
cream of foreign trade withoy: 
knuckling down to hard planning 
But the world economy in 19525 
is making a marked shift, one that \ 
now posing the problem with ma 
companies on just how to go abow 
methodically measuring their foreig 
markets. 

Now — with competition and ¢. 
change restrictions—marketing error 
and mistakes in judgment can } 
costly—and the ounce of preventio 
can be worth more than its weight i 
uranium. 


Look before you leap: Not long 
ago, one of our largest companies in- 
vested its know-how and a consider- 
able amount of capital in one of the 
Latin American countries _ before 
fully determining the demand _ that 
existed for its products. The manage. 
ment had taken the say-so of som 
enthusiastic local investors without 
further surveying sales potentials. 
They had tooled up to manufactur 
about a dozen items—and then dis 
covered that for some items the de- 
mand was greater than their produc- 
tive capacity and in other items ther 
was virtually no demand. 

Here in the U. S. market research 
is comparatively simple. A mass 0! 
statistics is available in all fields. 
Manufacturers can readily analyz 
the principal f affecting th 


tactors 
salability of their merchandise. An 
if companies do not have their own 
research staffs, there are many eX 
ceedingly capable research . firms t 
whom they can turn for assi-tance. 
Under these circumstances, sale. mat- 
agement and planning becom: rela- 
tively easy. 

But in only a few countr.’s are 
there organizations capable of \nder- 
taking research, and most of them 
have very little “know-how” «1 the 
needs of American business The 
matter of research abroad is i irthet 
complicated by the fact that st: tistics 
on sales, such as we have in the J. 5- 
are virtually non-existent. Mar -eting 
methods, once they’ve been c cideé 


* New York 36, N. Y. 
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\ ES.in the modern coal mine there’s no 
room for Jenny. Today her job is done by power- 
ful electric locomotives capable of pulling 50 times 
the load Jenny used to haul to the mine surface. 

\s a matter of fact, in the modern mine even 
the traditional pick and shovel are as out-of-place 
as Jenny herself! More than 90% of bituminous 
coal is now mechanically cut, and over 70% is 
mechanically loaded. Result: more economical 
coal to light the way, fuel the fires, power the 
progress of America. 


But, basically, what caused Jenny to dis- 
a})pear ? What’s behind American industry’s ever- 
more efficient machines that turn out goods at 
| wer cost—thus making them available to 

re people? One word tells the story — 


( JMPETITION. 


in the coal industry there are 5,000 privately 
inaged coal companies competing with one an- 
ier and all competing in the market with other 
ls. When one coal company develops more ef- 
ent mining methods, the rest can keep pace 


ly by striving to improve even further. No won- 


COMPETITIVE SYSTEM DELIVERS THE MOST TO THE GREATEST NUMBER OF PEOPLE 
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der that with his modern machines, developed 


through competition, the American miner’s daily 
output is 4 to 24 times that of any miner in Europe 
or Asia—most of whom work in government- 
controlled coal industries. 


Just as competition spurs you on to trying 
harder—it’s competition that goads the individual 
company todeliver products that willoutsell others. 
And it’s competition that keeps a whole industry 
on its toes, cutting distribution costs, opening up 
new outlets, and delivering better products. 
Competition—not government control—has 
already made America the most productive na- 
tion on earth. Competition—not regimentation— 
points the way to ever greater plenty for all of us. 


* * * 
This report on PROGRESS-FOR-PEOPLE is pub- 


lished by this magazine in cooperation with National 
Business Publications, Inc., as a public service. 
This material, including illustrations, may be 
used, with or without credit, in plant city adver- 
tisements, employee publications, house organs, 
speeches, or in any other manner. 


upon on the basis of research in one 
country, will not apply to another 
because of the variance in customs, 
manners, habits, buying power and 
living conditions. With all these hur- 
dles, it is littlke wonder that many 
American concerns make mistakes in 
their foreign sales planning. 


Don't trust foreign government 
statistics: [Entirely different tech- 
niques have to be used abroad from 
those applied in the U. S. This is 
another reason why American firms 
often come up with errors of judg- 
ment. Predicating their operations on 
American methods, companies often 
accept foreign government statistics 
at their face value, not realizing that 
such data for a great variety of rea- 
sons may be totally unreliable. There 
may be no attempt on the part of 
the foreign government to deceive 
the unwary foreigner—there probably 
isn’t—but once you study and analyze 
the statistical data available from 
foreign governments you will appre- 
ciate the more both the quantity and 
the quality of data available about 
this country from our Department 
of Commerce in Washington. In the 
matter of foreign market research, 
there is no adequate substitute for 
on-the-spot analysis of information. 


Send your man to investigate . . . 
but: The preferred procedure is to 
send your own company representa- 
tive to look over the situation. Even 
this method has its shortcomings. For 
when an American firm sends one of 
its staffers abroad, he is hard put to 
evaluate his findings unless, of course, 
he is very well acquainted with the 
country under study. He cannot, in a 
matter of a few weeks’ study, absorb 
enough information about the coun- 
try upon which to predicate sound 
management decisions relative to sales 
and promotional planning. If he can 
dovetail his own research with that 
of a resident specialist he is consider- 
ably better off. A resident specialist 
need not necessarily be a research ex- 
pert as such. Often as not the com- 
mercial attachés in U. S. embassies 
are well informed. In some countries 
local advertising agencies—especially 
those with U. S. agency tie-ins—are 
equipped to render aid. Often the 
data of trade associations are avail- 


able. 


Do your research first: But how- 
ever an American firm garners its in- 
formation before launching _ sales, 
broadening markets, or establishing 
local manufacturing operations, it is 
axiomatic that companies investigate 
carefully before they get too deeply 
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involved. To pay for research, or to 
send competent staffers to investigate, 
is cheap insurance against the losses 
which can accrue from mistakes in 
planning. 

Because of the crying demand for 
factual information, McGraw-Hill 
International back in 1949 created a 
unit, Overseas Business Services, to 
conduct market research and carry on 
economic studies in all parts of the 
world. This unit has grown steadily 
until it now blankets some 70 coun- 
tries. In the nearly four years of op- 
eration, the unit has undertaken a 
great variety of surveys which illus- 
trate both the problems and the po- 
tentials faced by American manufac- 
turers in their export operations. 


To manufacture here or abroad? 
A New Jersey manufacturer, the 
largest in his field, wanted to deter- 
mine whether he could increase his 
sales in Brazil. Through the Rio de 
Janeiro office of Overseas Business 
Services we undertook a thorough 
survey of his agent’s method of dis- 
tribution, his competitive position and 
the factors involved in the prospect 
of broadening his sales. The study 
developed the fact that there was ab- 
solutely no way, as long as existing 
laws and circumstances continued in 
force, that the company could in- 
crease its sales. The survey did show, 
however, that there was an excellent 
opportunity for the company to move 
in on a multi-million dollar market 
through local subsidiary manufactur- 
ing operations, and thus capture a 
portion of the market they could not 
capture through exporting from New 
Jersey. 


Licensees can make or break you: 
An American company received an 
offer from a Uruguayan concern that 
wanted to obtain license rights to 
manufacture the product locally, and 
the U. S. firm was impressed with the 
presentation made by the Montevideo 
company. But an on-the-spot investi- 
gation revealed that the firm was un- 
reliable and the facts were not as 
stated in their presentation. The U. S. 
firm saved considerable money and 
headaches by avoiding what had first 
appeared to be an excellent business 
tie-in. 


Will the returns justify the in- 
vestment? An airline was interested 
in adding cargo operations on_ its 
European flights. It had been carry- 
ing cargo as part of its passenger 
run, but to add strictly cargo craft 
involved considerable investment. 
Would the potential business justify 
the expense? Through our offices in 
Europe and our facilities in New 


York we determined exactly wh; 
cargo was flying the Atlantic, Fay 
and West, who was carrying it anj 
what was the long-range outlook §; 
increased business in the cargo cate. 
gory. With these data on hand it wa 
possible for the airline managemep; 


to determine the wisdom of goiny 
ahead with its expansion plan. 
Don't underpay — or overpay: 


One large manufacturer with sub 
sidiary operations in all parts of ¢ 
world had a considerable turnove 
his personnel training program an 
found it extremely difficult to put hs 
finger on the reasons. A survey wa 
undertaken, country by country, + 
determine how its pay scales compare 
with other local jobs of a comparabl 
nature and what the prevailing att: 
tude was toward certain types of en- 
ployment. The survey revealed tha 
in some countries, because of cur- 
rency fluctuations, the scale was to 
low, in others it was too high. Wit! 
the facts in hand the American man. 
agement was able to adjust its pay- 
ments and eliminate much of the 
turnover problem. 


Beware of the wholesaler with 
too many lines: One American mar: 
ufacturer was puzzled as to why hi 
sales were failing to forge ahead in 
Venezuela. His product was top 
flight, the company knew it had a 
ace-high dealer who blanketed the 
country, and that a large potential 
demand existed for the product. Ye 
sales were at a virtual standstill. Re 
search in Caracas soon showed that 
although the dealer had a grade 4 
standing, he was handling products 
of too many American manufactur 
ers, including competing ones, an 
thus wasn’t promoting or servicing 
the product. Changes were made i 
dealers and sales shot upward 


What is the prospect for to 
merrow? \lany foreign countries ai 
in the same economic position ths 
country was in 100 years ago—® 


the threshold of industrial expansion 


How fast will the expansion occur: 
A New York engineering concern 
had to know the answer to the prob- 
able amount of petroleum whic! 


would be consumed in Colon dia to! 
the next 15 years because it as I 
quired to make recommendat ons !t 


garding the installation of eq: ipmett 
to meet the anticipated nee. Thi 
couldn’t be done from New York, bu 


by utilizing the best brains in Bogot! 
and by dispatching economis s 110! 
New York, a complete stu.y w® 
made on the basis of which tht 
American firm was able to draw 
its plans. 
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The =NLARGED City Zone 
of the BUFFALO MARKET 


The Buffalo Evening News 


is 204,068 — 95.9% C in the 
" > Coemeaye “OVER 34 MILLION” 
of 212,597 Families Class— 


SELL THE NEWS READERS AND YOU 
SELL THE WHOLE BUFFALO MARKET, 
NEW YORK STATES 2nd LARGEST MARKET 


These fast growing 


burbs place th 
City Zone Circulation eg Gur tae 


SHADED AREA 
IS NOW PART OF 
THE BUFFALO 

ABC CITY ZONE— 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 


Editor and Publisher National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


OU e ee 
Booklets, Surveys, Market Analyses, Promotional 


Pieces and Other Literature Useful to Sales Executives 


Busi:-ss and Family Buying Market for Industrial Finishes 
Pow:*: A report on the business and Equipment: Survey conducted 


activ es of the subscribers of The by Materials & Methods to deter- 
Wa reet Journal: nature of their mine the markets for finishes, coatings 
busin.-.es; their titles or positions; and finishing equipment within the 
wha: nections they direct or engage hard goods manufacturing plants. 
in; « at they specify or authorize to Based on information obtained from 
buy oducts or services from adver- 632 plants, the study provides data 
tisin: to wire and basic materials; on organic, mechanical, metallic and 
wha nes they authorize to be car- chemical conversion finishes, various 
ried — they are in retail or wholesale types of equipment needed to apply 
tra ompany policies in business them, and cleaning equipment and 


ente: ining, Write to Ted E. Callis, supplies. It is part of MZ & M’s con- 
Ady sing Director, The Wall tinuing program of studying markets 
Stre- Journal, 44 Broad Street, New for engineering materials and mate- 
Yor N.Y, rials-processing equipment. Write to 
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William P. Winsor, Publisher, Mate- 
rials & Methods, 330 W. 42nd St., 
New York 36, N. Y. 


How to Plan an Anniversary 
Campaign: A blueprint for a pub- 
lic relations program prepared by 
Castle Island Press. It includes the 
pre-date announcement, anniversary 
announceinent, special drive (sales 
letter to selected lists setting forth the 
purpose of the campaign), future out- 
look (letter to explain the organiza- 
tion’s role in future development of 
the community.) Write to Jay J. 
Broderick, Public Relations Director, 
Castle Island Press, 5417 Monroe 
St., Chicago 44, Ill. 


Company Business Cars: A plan 
for leased automobiles for salesmen, 
published by Four Wheels, Inc.: in- 
vestment, depreciation, maintenance, 
repairs, replacements, insurance, li- 
censing costs, delivery to point of use, 
inequities in milage payment. Charts 
show the two broad classes of inequi- 
ties existing under ordinary car allow- 
ance plans. Writ.. to A. G. Schoen, 
Four Wheels, Inc., 6200 N. Western 
Ave., Chicago, Ill. 
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lf They Try It, 
Will They Buy It? 


If you think sampling efforts can't pay off, look at Guest 


Pac's operation. Colgate tried the plan, came up with a 


Most brand owners will jump at 
the chance to put a healthy chunk of 
their promotional appropriation into 
consumer product sampling if they 
(1) can be sure of getting the product 
into hands of potential buyers, (2) 
can follow up the sample, see that it 
accomplishes its promotional mission 
in terms of “conversion.” 

How many of your sample pros- 
pects are qualified ? Will they switch 
to your brand, after they’ve sampled 
it, and make your brand a habit? Or 
do your samples go to the indigent 
and the free loaders? 

If you think the sales value of drug- 
cosmetic-toiletry sampling programs 
can’t be measured with precision in- 
struments, then you'll be interested in 
the story of Guest Pac Corp., New 
York City. 


Brands Get Around 


Guest Pac is a drug-cosmetic sam- 
pling program not yet three years 
old. Guest Pacs are distributed na- 
tionally in over 600 top hotels and 
motels and will soon blanket college 
campuses. Kits contain familiar brand 
names: Pepsodent, Colgate, Bromo 
Seltzer, Silver Star blades, Hudnut, 
Vicks, Stopette, Rayve Creme sham- 
poo, Palmolive shave cream, others. 

Hotels buy Guest Pacs; the guests 
get them for nothing. Each manufac- 
turer pays Guest Pac a small fee for 
carrying his product. Last month the 
one-millionth Guest Pac was given 
away. So far, the firm has distributed 
12 million sample items. 

Manufacturers come into Guest 
Pac for up to three cents per sample. 
Three Pacs are distributed to hotels: 
one for men, another for women, and 
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50°, conversion figure for toothpaste, renewed contract. 


a “Mr. & Mrs.” Pac. Guest Pac 
charges hotels 19!4c for the separate 
kits, 21'4c for the combined “Mr. & 
Mrs.” kit. Sample items are notion- 
store size. 

Are manufacturers getting their 
money’s worth? J. L. Bricker, re- 
search division, Colgate-Palmolive- 
Peet Co., Jersey City, N.J., decided 
to find out whether Colgate tooth- 
paste samples, distributed in (Guest 
Pacs, were winning permanent cus- 
tomers. He asked James Harris (47), 
president of Guest Pac, to supply 
names of toothpaste recipients. 

Harris then asked hotel managers 
if he could have names of guests who 
were exposed to Guest Pacs. Man- 
agers said no. But Harris, apparently 
a man with durable perspicacity, be- 
gan putting self-addressed postals in 
his kits. If guests wrote in their home 
addresses and sent the cards to Guest 
Pac, they'd receive a free Guest Pac 
at their home address. Harris netted 
2,000 names, turned them over to 
Colgate. 


Conversion Formula 


With the names, Colgate made up 
a mailing list, fired questions at ad- 
dressees: (1) What is your favorite 
toothpaste? (2) How long has it been 
a favorite? If respondents indicated 
Colgate was their favorite, and that 
it had been their favorite brand for 
less than three months, Guest Pac was 
given credit for brand conversion. 

Here are the results, in the words 
of Colgate’s Bricker: 

“The fundamental concept which 
we have used to evaluate the success 
of the sampling operation is the rate 
at which it enabled us to convert con- 
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IN THESE PACS, 
toiletry samples have reached | million 
prospects. Result: prospects become buyers. 


12 million cosmetic: 


sumers to our brand, and the cost of 
doing so. The rate of conversion is 
established by determining what per- 
centage of those consumers who had 
tried the brand, mentioned it as their 
‘favorite,’ although it had not been 
declared their ‘favorite’ prior to the 
sampling operation,” Bricker points 
out. 

“We have been very pleased,’ 
Bricker says, “with the results the 
survey indicates we have achieved. 
.. The conversion rate on our items 
is about 50%. Products of other 
manufacturers, such as Stopette and 
Pepsodent, had comparable con: ersion 
a 

In November, 1951, only a month 
before the Colgate survey was com 
pleted, Colgate was ready te tum 
Harris and his Guest Pacs ot into 
the cold. After all, the contrat was 
about exhausted anyway, and, t: make 
matters worse for Harris, ( »lgate 
was having budget problems ir other 
areas of marketing. 7 

But when the 50% convers: 1 fg 
ure came in, Colgate not only : vited 
Guest Pac back into the fol , but 
bought three times the amovnt ° 
sample products Guest Pac ha: pre 
viously carried for the company. 
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in Use them for fast, Ylddomiilic territory analysis 


sed, 
- the 
non sy using only those cards conforming to your It is only necessary to determine what factors 
ve articular sales territories, you can conveniently (or combination of factors) published in the 
) ; 
onl ‘pply the SALES MANAGEMENT Survey of Survey would reflect consumer demand for your 
Bran Buying Power to your own market areas. : gh 
rsion Through MARKET STATISTICS, INC., the product. If you have any questions on this point, 
: ‘BM Service Bureau will prepare these analyses you may without obligation consult with the staff 
ee or you quickly. Or if you have an installation of MARKET STATISTICS, INC. for complete 
wid f IBM equipment, you can prepare them auto- details. For further information on how to use 
8 iatically right in your own office. the Survey of Buying Power on IBM cards, write 
was More than 100 leading manufacturers and dis- or phone Dr. Jay M. Gould, MARKET 
nake ributors have adopted this new approach to STATISTICS, INC., 432 Fourth Avenue, New 
a etting scientific sales quotas. York 16, N. Y. (Telephone Mu. 4-3559) 
ef 
fe | M) RKET STATISTICS, INC. 
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432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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Even then, Harris had already been first manufacturer to sign, with jx 


R | ® H é cut out of Colgate’s budget—so Col- Pepsodent and Rayve Crerie shay, 
gate had to pay Harris out of its con- poo. Then he got Listerine | Lamber 
. E N T R A L tingency fund! Pharmacal Co., St. Louis, °[o.), 
e There are other reasons Colgate is By December 20, 1950, nine hotel l 
F . O R | D) A | enthusiastic about Guest Pac. Exam- had signed, and so had Vicks, Stop. 


ple: Colgate had no sample-size after- ette, Silver Star blades, ot'ers. 0; 


Where the Qhanges Grow | shave lotion. Harris supplied a half- that date 20,000 Guest Pcs pi 
By the (attle Graze million samples himself, including distributed. 


bottle, cap, 3-color label and filling. Now the Pacs have the endorg. Le 
IS AN He distributed them in Pacs for 2.3c ment of hotel managers, w!io “senj q 
| per sample. Later, Colgate blushed ; the Pacs up” with the hotel's cop. 
| S [ A N D Harris had put up the samples for pliments. The Pacs are put into room 
exactly 40% less money than it would at a time when guests are most like| 
M A R 4 FE T have cost Colgate to do the same to need and use the samples. 
thing. Recently an advertising man sai 
COVERED ONLY BY It was almost by accident that to Harris: “You've a good thing 
ORLANDO SENTINEL-STAR Harris conceived his sampling pro- there; the hotels are happy, the guest: 
MORNING-EVENING-SUNDAY | gram. In June, 1950, one of his are happy and the manufacturers are 
ORLANDO, FLORIDA friends told him it wasn’t necessary happy.” = 
Nat. Rep. BURKE, KUIPERS G MAHONEY to actually buy certain drug and toilet “You left out one,” remarked 
products. In fact, his friend said, you Harris. 
can get free samples of ‘‘everything” “Who?” 
by just writing postal cards to manu- “Me. I’m happy too.” 
facturers. Harris promptly bought In October, 1952, Harris pulled 
100 postal cards, sent them out to another kit out of the bag: Camps BT 
top-name manufacturers, asked for Pac. He says the new pac contains 7 
samples. drug-cosmetic products which the 


average male and female college stu- 

dent away from home would mos 
Dispenser and All likely need: toothpaste, deodorant 
hair tonic, mouthwash, headache pow- 
der, etc. He thinks this type of sam- 
pling will catch the kids while the 
are “removed from family brand in- 
fluences,” and help establish brand 
their customers...FTHE preferences when prospects are young. 


—enough to last the life of an ordin- A lifetime brand buver is worth 
pin hansnpaiongarnadianaaaae | ary man’s teeth. He got a pile of re ee 


: E considering, too. Statisticians conclude 
Employers: equip your Bromo-Seltzer (The Emerson Drug that the average male will consume 


The funniest book of 
the year for Salesmen 
to gel a laugh from Colgate sent him 12 boxes full of 


Result: 82 samples in the return 
mail. 


29c cans of ammoniated toothpowder 


salesmen with copies. ras Co., Baltimore, Md.) and a drug- $90 in toothpaste during the age 
alesmen: clinch your ' : AS age ee - ‘ 7 ig 
sale by giving one to nor store-type dispenser to go with it. period, 18 to 68; $90 in’ brushless 
your prospects. Write a He saw what manufacturers had shaving cream; $300 in blades. The 
for special quantity — > fasle ee ” : : ° 

+ wlll 2-09 Send only & failed to see: a more intelligent coeds will pay $165 for deodorants 
$1 for sample copy to a" | method of product sampling was $90 for toothpaste. a 
GREENBERG: eye | needed. 

PUBLISHER, . ‘ , 

Dept. G, 201 East | He dropped into a Manhattan dime 

57th Street, New store, bought a half dozen midget- Years Multiply Sales 
York 22,N. Y. 


size toiletry items, made up a sample 
“Guest Pac.’”’ Now—wouldn’t rent- 


ers of hotel rooms in topnotch hotels Based on this projection, t/ic life. - 
- be good, qualified prospects ? time potential in blades for « group 
Harris took his first kit to the pur- of 250,000 male students would be 
chasing agent of a plush New York $75,000,000. 
COMING SOON City hotel, asked the PA if he’d buy By early next year, Harris \ ‘ll ex- 
> others like it. The PA said yes, if pand the Campus Pac camp:ign 0! 
v , he could buy ’em for less than 20c. sampling 20,000 men and_ 20,UUU 
Can You Do Anything about From then on it was like a tennis women students on 20 campuses t0 
Incentives if Your Salesmen Be- match. Said the hotels to Harris: 500,000 students throughout he n* 
“Sell the manufacturers first.’ Said tion. 
long to a Union?” the manufacturers to Harris: “Sell The Campus Pac distrib: ‘on 
the hotels first.” already getting under way in cope! ¢ 
A West Coast company thinks “Manufacturers couldn’t see for ation with Student Marketin. Insti- 
: the life of them,” recalls Harris, tute. SMI supervises samp! ag 
you can . . . and proves it. “why anybody’d have the nerve to student representatives unde direc- 
Coming in an early issue of ask for samples and a fee to boot.” tion of cooperating faculty «visers. 
Harris didn’t get a hotel taker un- Unlike hotel guests, studer*s ar 
Sales Management, the whole til he hit the Town House, Los An- charged 25c for their Pac—t: cove! 
story. geles. Then came Palmer House, shipping, handling. wok 
Chicago; Vanderbilt, New York Pacs are distributed person: lly © 
City; Lever Brothers Co. was the campuses by appointed studen_ repre be 
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sentatives, Harris points out. The campuses, explain Campus 


ac pro. 
“TT” is for Teacher name and address of each student gram to proprietor, take a 
recipient is available to manufactur- orders for commercial sizes of the 
ers whose products are represented in products sampled. 
the Pac. This answers the manufac- Then the marketing stud nts (1 
| turer’s question: who, where, when, arrange for window and interior djs. 
| and sets up, automatically, a list for plays in campus outlets, using comp. 
| further product research. mercial sizes, and (2) pl tograph 
The merchandising program hooked displays. 

—— | to Campus Pac involves marketing At season’s end, Defense Bonds are 
And it's a name | students, who circulate the Pacs, get awarded to (1) the five Proprietors 
respected in the recipients’ signatures, addresses. who ve set up best displays ; (2) the 
10,000,000 homes | Marketing students then contact re- five student representatives \ ho took 

tail drug, co-op or book stores on the most orders. 


Contrary to the old-fashioned resistance 
to school attendance, and sometimes 
hateful comments about school person- 
nel, today 26,000,000 wholesome, active 
American kids think their teacher 
knows everything and will defend her 
opinions at home come hell or high 
water. 


That’s why it’s. important that teachers 
know your story. That’s why so many 
companies, associations and industries 
are using State Teachers Magazines to 
get their ideas over to 866,000 teachers 
and administrators. No other publica- 
tion can do this job adequately. 


You can use all 44 state teachers maga- 
zines or any group. For the complete 
and amazing story, write for free book- 
let-—‘'26 million kids . .. target for 
today!’’ Address Georgia C. Rawson, 
Executive Vice President, State Teach- 
ers Magazine, 309 N. Michigan Ave., 
Chicago 1, Illinois. 


State | 
TEACHERS 


Magazines 


WHEN THE FLOOD CAME to Los Angeles, General Petroleum told a local 
TV station to cover it. Coverage lasted 37 hours, but General Pete paid up 
gladly, and signed the first “roving commission” contract in advertising history. 


How the Flying Red Horse 
Covers Los Angeles 


For its Mobilgas dealers in Los Angeles, General Petro'eum 


For factual information on the | 2utomatically sponsors any and all local special evens on 


; Detroit Market—write to the Pro- § TV, turns a blank check over to station managerent. 
motional and Research Depart- 
E ment. 


467,066 577,826 


x ? : a 7 ~ : _ ee 
highest weekday seit Gentes General Petroleum Corp. (Mobil _ The contract has had ple : 
cir i - - 7 =e s ae 
Detroit’ News: Dotrait’ News" gas) has signed a book of blank time to prove itself; it was — gne 
, Par yp eicseeeaeaneee , checks, turned it over to television six months ago, and gives the ~ ation 
-B.C. figures for 6-month perio . , r ° . ” 
ending March 31. 1952 | station KTTV, Los Angeles. The an opportunity to enjoy a “ving 


ee ee eel Ses - | agreement: General Pete pays for all commission” to broadcast event. that 
: | “unscheduled” events telecast by the are “of great and timely inter st to 
The Detroit News | station wherever they occur and what- the public . . . a service to the com- 


i veoaeh gewsoaree ever the hour of day or night. munity.” And it gives Genera! Pete 
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The au iience is practically guar- 
anteed. It s delivered over a curious 
psycholos route—the basic human 
desire te tness spectacular events, 
disasters uptions and the flashes 
of oddity *hat make local, even na- 
tional, | Ines. 

General Pete has placed no limita- 
tion as to che number of events cov- 
ered 0 extensiveness of coverage. 
F.C. Meunier, the company’s adver- 
rising manager, says the contract will 
be cont d indefinitely. Both the 
company and the station believe it to 


be the first such liberal contract ever 
between an advertiser and 


negotiat 
a statio! 

Already General Pete has ‘“‘auto- 
matically’’ sponsored some humding- 
ers: General Ejisenhower’s non-po- 


itical visit to Los Angeles in August; 
the Bakersfield earthquake that same 
national election returns. 
ot all three events, KTTV’s 
television audience saw the Flying 
Red Horse trademark soar across TV 
screens at appropriate intervals. 

When Ike made his visit, KTTV 
ts basic audience was 650,000. 

Within the station’s signal range 
are 1,300 Mobilgas outlets. 

At a backward glance, the oil com- 
pany has a history of public-event 
sponsorship. It has staged, over the 
past three years, the Mobilgas Econ- 
omy Run in which 75% to 80% of 
the American motor car industry tra- 
ditionally participates. The company’s 
products have ridden along with win- 
ning cars at Indianapolis for four out 
of the past five years. That streak of 
aquatic lightning, Slo-Mo- Shun IV, 


was greased with the company’s prod- 


ionth; the 


foure 
ngures 


ucts when it took the American Gold 
Cup speed boat race held in Seattle 
last y The company regularly 
sponsors Horseless Carriage Club 
caravans; it is involved in the annual 
Pike’s Peak race on Labor Day; it 
has a big share in sponsoring the 
Alban New York City outboard 
race; it sponsors speed trials on the 
Bonnevi!le Salt Flats, Utah. 

General Pete and its advertising 
agency. \West-Marquis, Inc., Los An- 
geles, bvlieve special events are a tele- 
vision natural; that Los Angeles 
flood year ago was_ indication 
€nough. | Jn one January morning at 
6:30, \ ud began to flow like lava in 
Calit as San Fernando Valley. 
KT got a call from General 
Petro m: “Cover the flood story 
with ir cameras.” KTTV did— 
tor 3/ sours. 

Spo -orship of the flood coverage 
gave «\° company:a clear measure of 
mass « dience reaction to the spectacu- 
lar; i: save the station an opportunity 
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to test the practicability of rigging up 
complicated remote TV equipment in 
minutes, With that experience under 
their belts, the station and General 
Pete began to talk in terms of long- 
range, automatic sponsorship of un- 
predictable, newsworthy events. The 
talk led, finally, to the signing of the 
first roving commission contract. 

The flood coverage went commer- 
cial only to the extent of warning 
people whose cars had been inundated 
or who had driven through mud and 
water, to go to their nearest service 
station—“any service station’ —and 
have wheel bearings, transmission and 
differential drained, flushed and _ re- 
filled with clean oils. 


"Quiet" Commercials 


General Pete’s commercial ap- 
proach is still institutional; no spe- 
cific products are commercialized. 
Through the use of short film strips 
and studio cards, the station calls 
attention to the fact that the event, 
whatever it is, is being brought to the 
audience through either Mobilgas 
dealers or General Petroleum Corp. 

Each of KTTV’s three remote 
trucks is equipped with Mobilgas 
trademark material so that the auto- 
matic sponsorship can be_ effected 
simultaneously with a decision to go 
out on a story. 

How many events there may be in 
a year cannot, of course, be predicted. 
But Meunier believes that a few 
really big programs — probably no 
more than a half dozen—will main- 
tain the company’s standing as a spon- 
sor. 

The chances are slim, but what if 
nothing of special import occurs 
within a long period? As an adjunct 
to the “unforseen” deal, two sched- 
uled programs are in the works: the 
New Year’s Day Tournament of 
Roses, and ‘“Santa’s Sub-station,” a 
citywide benefit for needy Los An- 
geles children. 

If the flood coverage lasted 37 
hours, how about other events? How 
long can such a telecast continue? 
The yardstick is always public inter- 
est, thinks Meunier. ‘Immediate in- 
terest is always keen,” says he, “but 
as soon as the public begins to get 
newspaper accounts of local disaster 
and communication has been estab- 
lished among relatives and friends, 
the telecasting begins to taper off.” 

Naturally, the financial arrange- 
ments between station and sponsor 
are directly dependent on the unfor- 
seen activity from month to month, 
but under terms of the contract, Gen- 
eral Pete must give the station a base 
annual minimum of $75,000. 


A modern, 
major market completely 


progressive 


New England in living 
and buying habits. An 
ideal test city for all 
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New England is a market in 
itself—New Haven offers 
the answers to sales prob- 
lems. 
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Coming Soon: 


"What a Bonus-for-Quality Pay 
Plan Has Done for Investors 
Diversified Services, Inc." ... 
coming in Sales Management 


December 15. 


Retail Sales Forecast for December, 1952 


Retail sales in December 1952 will 
hit an all-time high of $16.3 billion, 
a gain of 6% over last December. 
Thus the 1952 retailing year will 
come to a close with a great seasonal 


upsurge that will break records in 
almost all retailing categories. A 


slightly dissenting note comes from 
department stores, whose sales have 
been trailing the general retail pat- 
tern by almost 4%, since they do not 
carry some of the most rapidly moving 
items such as food and gasoline. 

Particularly high sales in the latter 
half of 1952 have been reported for 
many hard goods lines such as tele- 
vision and other appliances, automo- 
biles, and furniture. Some concern has 
been expressed recently over the fact 
that an unduly high proportion of 
new hard goods sales is being financed. 
Total consumer credit outstanding is 
now at an all-time high of $22 billion, 
and store inventories are high. 


Among those states reporting bet- 
ter-than-average performances for 
this December as opposed to Decem- 
ber of last year are: Arizona, Con- 
necticut, Florida, Kansas, Louisiana, 
New York, Texas, Virginia, Wyom- 
ing. 

The leading cities, those with a 
city-national index well above aver- 
age, are: Paducah, Ky., 139.5; Lans- 
ing, Mich., 120.5; Casper, Wyo., 
118.2; Wichita, Kan., 113.8; Corpus 
Christi, Tex., 113.7; Elmira, N-Y., 
113.3; Columbia, S.C., 112.6; Tuc- 
son, Ariz., 112.5; Pensacola, Fla., 
111.2; Newport News, Va., 110.7; 
Augusta, Ga., 110.4; Shreveport, La., 
110.3; Riverside, Cal., 109.7; Hemp- 
stead Twp., N.Y., 109.5; Hartford, 
Conn., 109.4; Lubbock, Tex., 109.4; 


Albany, N.Y., 109.2; Hutchinson, 
Kan., 108.8; Norfolk, Va., 108.7; 
Albuquerque, N.M., 108.4; Ports- 


mouth, Va., 108.3. 


Sales Management’s Resear -) Depar, 
ment with the aid of Marke’ Statigi., 
Inc., maintains running chars on 4, 
business progress of more thin 299 « 
the leading market centers 0: the yp. 
try. Monthly data which are : sed jn 4, 
measuring include bank debits sales t,, 
collections, Department of Con rerce gy,. 
veys of independent store sal -, Feder; 
Reserve Bank reports on depar’ nent sto 
sales. 

The retail sales estimates presente 
herewith cover the expected do lar figuy. 
for all retail activity as defined by the 
Bureau of the Census. The fizures are 
directly comparable with similar annyq 
estimates of retail sales as pu lished jp 
SM’s Survey of Buying Power. 

Three Index Figures Are  Giney 
the first being “City Index — 1952 \ 


1939.” This figure ties back directly to the 
official 1939 Census and is valuable fo; 
gauging the long-term change in a mar. 
ket. It is expressed as a ratio. A figure of 
400.0, for example, means that total reta; 
sales in the city for the month will shoy 
a gain of 300% over the same 1939 
month. . . . In Canada the year of com- 
parison is 1941, the most recent year of 
official sales Census results. 

The second figure, “City Index, 1952 
over 1951,” is similar to the first except 
that last year is the base year. For short- 
term studies it is more realistic than the 
first, and the two together give a well- 
rounded picture of how the city has 
grown since the last Census year and 
how business is today as compared with 
last year. 

The third column, “City-National In- 
dex, 1952 over 1951” relates the city’s 
change to the total probable national 
change for the same period. A city may 
have this month a sizable gain over the 
same month last year, but the rate of 
gain may be less—or more than that of 
the nation. All figures in this column 
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Retail sales in December will total $16.3 billion, the highest dollar 
volume ever recorded. However, when adjusted for seasonal influ- 
ences and price change, this volume of sales in terms of 1935-39 


112 


dollars amounts to $7.2 billion. 
1951 reflects a shift in the Department of Commerce defi 
retail sales to include outlets going out of business during 
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change 15 favorable, than that for 
the U.S.A 1€ City-National Index is 
derived viding the index figure of 
the cits it of the nation. 


The De Figure “$ Millions,” gives 
int of retail sales for the 


the tota a “ 
projected ith. Like all estimates of 
what is to happen in the future, 


both th ir figure and the resultant 
can, at best, be only good 


index fi : s 
approx 1s, since they are necessarily 
project existing trends. Allowance 


is mad he dollar estimates for the 
sonal trend, and_ cyclical 


expecte 
mover 

The - and dollar figures, studied 
togethe provide valuable informa- 
tion on rate of growth and actual 
size of vy market. 

Thes lusive estimates are fully pro- 
tected copyright. They must not be 
reprod in printed form, in whole or 
in part, without written permission from 


Sates MANAGEMENT, INC. 


Suggested Uses for This Data include 


a) special advertising and promotion 
drives in spot cities, (b) a guide for your 
branch and district managers, (c) revis- 
ing sales quotas, (d) checking actual per- 
formances against potentials, (e) basis of 
letters for stimulating salesmen and fore- 
stalling their alibis, (f) determining 
where drives should be localized. 


A Pre-Release Service Is Available. 


SM wil! mail, 10 days in advance of pub- 
lication, a mimeographed list giving esti- 
mates of retail sales in dollar and index 


form for the 200-odd cities. The price is 
$1.00 per year. 


* 


* Cities marked with a star are Pre- 
ferred-Cities-of-the-Month, with a level 
of sales compared with the same month 
in 1951 which equals or exceeds the na- 
tional change. 


RETAIL SALES 
Forecast for December, 1952) 


City 
City City Nat'l 
Index Index Index $ 
1952 1952 1952 (Million) 
vs. vs. vs. December 


1939 1951 1951 1952 


UNITED STATES 
358.8 106.0 100.0 16298.00 


Alab-ma 

& Birn m .. 389.5 106.5 100.5 40.98 
Gad cess 454.2 103.6 97.7 5.95 
% Mot -ee. 451.5 106.2 100.2 14.63 
Montocnery .. 349.2 104.2 98.3 11.35 
Ariz: >a 

Pho ..... 588.1 112.6 106.2 29.58 
wTuess’ 2.8, 568.5 119.3 112.5 14.10 
Ark« sas 

Fort “mith .. 410.2 105.8 99.8 6.81 
Litt Rock .. 393.7 105.6 99.6 16.97 


ABER 


i, 'S2 


Which is more important? 


The big metropolitan cities (over 1,000,000 
pop.) show a retail sales ratio of 25% above 
average but don’t be fooled by size. The cities 
between 25,000 and 100,000 population have a 


sales ratio of 37% above average. 


That's a 48% plus for Localnews cities 
over Metropolitan cities 


We admit it takes a lot of smaller cities to equal 
the population of the big metropolitan city but 
when it comes to getting results from your ad- 
vertising it takes a lot of metropolitan cities to 
equal the family buying—family consuming 
power of the localnews cities. And further- 
more, the localnews dailies serving these cities 
give that extra plus of local news about local 
people that puts your advertising in that “at 


home”’ position. 


“LOCALNEWS DAILIES—basic advertising medium’’ 


The Julius Mathews 
Special Agency, Inc. 


NEWSPAPER REPRESENTATIVES 


NEW YORK e DETROIT ee CHICAGO e BOSTON 
PHILADELPHIA @e PITTSBURGH @e SYRACUSE 


One of New England’s Best 


When money and sales follow the 
same pattern you can be sure it’s a 
top-notch market. 


Here’s the family pattern in Middle- 
town. 


Income $7,319 —49% above U.S. Average 
Retail Sales $4,967—47% " " ws 


Food $1,264—55% i ™ 
Gen. Mdse.$ 500—24% " : 7 
Furn.-Hshld.$ 232—32% " . si 
Automotive $ 793—32% " " 
Drugs $ 160—62% " se ss 


Everything is on the plus side in 
Middletown—-be sure your advertis- 
ing matches the spending tempo. 


You always get more 
in Middletown. 
Only The Press covers the Greater Middle- 
town Market reaches all these high 


income families as no combination of in- 
coming, non-local papers can. 


THE MIDDLETOWN PRESS 


- MIDDLETOWN, CONN. 
Py 


OUR BATIOMAL REPEISINTATIVE 


The Juliue Mathews Special Agency 


Why Not Join Us? 


Maine’s leading industrial county * 
invites you to share in our high 
wages—-our high living standards 
and our high spending tempo. 


The families of the Biddeford- 
Saco area backed by steady em- 
ployment and high wages have 
that feeling of security that 
enables them to spend freely to 
meet their every need. Retail sales 
for 1951 reached the all-time high 
of $29,012,000. 


The Biddeford Journal reaching 
94% of all homes enables you to 
sell this market at small cost. 


*More "Value Added by Manufacture" than any 
other Maine county. 1952 Survey of Buying Power 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc. 


—————— 


m 
Sat 


RETAIL SALES 


(S.M. Forecast for December, 1952) 


City 
Index 
1952 
vs. 
1939 


California 
Bakersfield 337.6 
Berkeley 280.8 
ee 480.2 

% Long Beach 377.5 

%& Los Angeles .. 323.3 

w& Oakland ..... 324.4 
Pasadena 358.1 

% Riverside 445.4 
Sacramento 314.4 

%& San Bernardino 442.3 

% San Diego 480.0 

% San Francisco . 289.6 

% San Jose 360.4 
Santa Barbara. 333.1 

% Stockton 397.4 
Ventura ..... 367.0 

Colorado 
Colorado 

Springs 352.5 
aren 328.2 
PUNEED. esaves 318.3 

Connecticut 

% Bridgeport 345.3 

%& Hartford ..... 340.1 

%& Middletown . 306.4 
New Haven 274.0 

* Stamford 373.8 

%& Waterbury 305.9 

Delaware 

* Wilmington 360.5 


City 
Index 
1952 
vs. 
1951 


95.5 
104.4 
103.6 
107.0 
108.3 
106.6 
105.5 
116.3 
104.8 
114.1 
111.1 
107.0 
106.5 
105.6 
106.7 

99.6 


102.3 
103.6 
102.4 


113.7 
116.0 
109.3 
103.7 
107.1 
108.2 


106.2 


District of Columbia 


Washington ... 


353.9 


105.4 


City 
Nat’! 
Index 
1952 

vs. 

1951 


90.1 
98.5 
wf 
100.9 
102.2 
100.6 
99.5 
109.7 
98.9 
107.6 
104.7 
100.9 
100.5 
99.1 
100.7 
94.0 


96.5 
97.7 
96.6 


107.3 
109.4 
103.1 

97.8 
101.0 
102.1 


100.2 


$ 
(Million ) 
December 
1952 


12.39 
10.11 
26.89 
34.05 
265.93 
61.67 
20.77 
8.15 
26.13 
12.56 
48.24 
116.75 
17.48 
%.16 
15.50 
4.22 


7.79 
61.38 
7.64 


26.69 
38.80 

3.83 
25.13 
10.69 
14.01 


24.62 


149.79 


RETAIL SALES 
(S.M. Forecast for December, 1 
Cit 


City City 
Index Index 
1952 1952 
vs. vs. 
1939 1951 
Florida 
Jacksonville 390.5 105.6 
%& Miami ...... 473.6 109.5 
% Orlando ..... 468.1 114.1 
*& Pensacola - 411.2 117.9 
%& St. Petersburg . 481.9 111.4 
%& Tampa ...... 439.3 107.5 
Georgia 
% Atlanta ..... 344.3 108.5 
% Augusta ..... 419.3 117.0 
% Columbus 482.3 109.7 
Macon .ccces 366.8 104.9 
Savannah 335.5 104.9 
Hawaii 
% Honolulu 317.0 109.9 
Idaho 
Boise 309.9 99.1 


illinois 
%* Bloomington 298.1 107.2 
Champaign- 

Urbana 350.8 105.6 
Chicago ..... 299.6 104.7 
Danville ..... 310.6 105.2 

yw Decatur ..... 308.3 107.4 
East St. Louis 344.6 100.7 
% Moline-Wock 

Island-E. Moline 322.9 106.1 
. wawnus 267.3 101.2 
Rockford 351.2 104.9 
Springfield 303.0 105.0 

Indiana 
Evansville 330.1 102.7 
% Fort Wayne 333.5 106.7 
re 372.1 104.7 
Indianapolis 331.8 104.3 
Muncie ..... 298.0 102.7 
South Send 391.1 101.8 
Terre Haute 281.9 100.3 
lowa 
Cedar Rapids . 316.7 104.4 
Davenport .... 286.9 103.4 
Des Moines ... 282.4 104.6 
Sioux City ... 2569 96.8 
Waterloo 283.6 102.2 
«+» for full 
population, sales 


Buying Power 


103.7 


93.5 


SALES MANAGEWENT 


32) 


$ 
(Million) 
December 
1952 


26.66 


Kans 
% Hute! 

Kans: 
% Tope 
% Wich 


Kent 

Lexir 
& Loui 
% Padu 


Loui 
* Bato 
% New 
* Shr 


* Bal 
Cu 


$ 
Million) 
ecember 
1952 


30.38 
51.3 
12.92 

7.32 
16.53 
21.26 


62.35 
11.07 
12.01 

9.72 
12.18 


26.66 


(S.M 
City 
Index 
1952 
vs. 
1939 
Kansas 
* Hutchin 344.1 
Kansas 330.1 
* Topeka 328.6 
% Wichita 530.2 
Kentucky 
Lexingtor 310.6 
% Louisville 354.0 
% Paducah 537.7 
Louisiana 
% Baton Rouge 443.5 
we New Orleans .. 380.7 
*% Shrevep 392.1 
Maine 
ee 270.9 
Lewiston 
Auburn 232.8 
* Portland 240.5 
Maryland 
& Baltimore 313.4 
Cumberland 259.1 
Massachusetts 
rer 232.5 
Fall R 248.8 
Holyoke ..... 288.7 
Lawre: 269.1 
Lowell ...... 329.5 
ND <o:camuate 258.0 
New Bedford 255.7 
& Pittst 296.1 
Sale 311.6 
& Sprit d 250.6 
& Worce 305.6 
Mich: -an 
& Batt eek 380.5 
& Bay 374.1 
mt aceon 344.9 
Ln Oe 340.8 
Grand ‘apids . 320.1 
Weeaeksc: occ $36.7 
Kalan 200 319.3 
Whlansiny ..... 422.7 
& Mus 330.4 
HPMee owes 422.3 
Roya k 


eeese 


RETAIL SALES 
cast for December, 1952) 


City 
Index 
1952 
vs. 
1951 


115.3 
105.4 
107.0 
120.6 


105.5 
107.1 
147.9 


108.3 
109.0 
116.9 


109.2 


100.5 
110.2 


107.1 
105.2 


City 
Nat'l 
Index 
1952 
vs. 
1951 


99.5 
101.0 
139.5 


102.2 
102.8 
110.3 


103.0 


94.8 
104.0 


101.0 
99.2 


$ 
(Million) 
December 
1952 


5.85 
12.18 
10.91 
29.64 


10.81 
48.75 
8.28 


12.95 
62.86 
19.37 


125.17 
5.83 


RETAIL SALES 
(S.M. Forecast for December, 1952) 


City 
City City Nat'l 
Index Index Index $ 
1952 1952 1952 (Million) 
vs. vs. vs. December 
1939 1951 1951 1952 
Minnesota 
BNE éccecs 244.0 98.1 92.5 12.32 
Minneapolis 264.3 105.2 99.2 74.82 
St. Paul 232.9 102.7 96.9 41.03 
Mississippi 
%& Jackson ..... 406.2 107.1 101.0 11.13 
Missouri 
%& Kansas City .. 360.4 107.1 101.0 $5.20 
St. Joseph 246.6 99.0 93.4 7.52 
St. Louis 292.1 1045 98.6 108.63 
Springfield 342.9 100.4 94.7 9.36 
Montana 
% Billings ..... 366.2 109.2 103.0 7.14 
De s0s~eee% 199.2 98.8 93.2 5.26 
x Great Falls 307.5 106.0 100.0 6.58 
Nebraska 
Lincoln cee 314.6 105.6 99.6 12.93 
Ge wsese0 322.5 101.3 95.6 35.76 
Nevada 
WO +cewese 342.7 105.0 99.1 8.26 
New Hampshire 
Manchester 283.9 105.2 99.2 10.05 
NASRUR  ccces 264.5 102.9 97.1 4.02 


PADUCAH’S 
Ridin’ 
High! 

Nation's No. 1 High Spot City. 
$950 million atomic energy plant 


going up—plus world's largest 
electric power pool. 


Nation's greatest gain in bank 
clearings during 1951. 


Good time to advertise in— 


Vee Paducah Fun Democrat 
29,513 Paducah, Ky. R.O.P. 


ABC Color 
Burke, Kuipers & Mahoney 


| 


SELLING FOOD? DRUGS? 
AUTOS? GENERAL MDSE? 


No matter what kind of product 
you make the Pittsfield Metro- 
politan Area gives you top bill- 


ing in sales. 


lead all 


metropolitan areas in the state 


Family retail sales 
—family for family, person for 
person—the best mass market 
in the state. Served by one 
newspaper with 100% coverage 
of the city zone and 78% cov- 


erage of the entire county. 


THE BERKSHIRE 


EAGLE 


PITTSFIELD, MASS. 
The Julius Mathews Special Agency, Inc. 


FAMOUS 


Salem is historically famous, 
but more important it is also 


SALES famous. 


Retail sales in the Salem city 
zone market reached $157,941,- 
000 in 1951. The 41,900 fami- 
lies living in the city zone 
account for more than 14 of the 
total retail sales of Essex 
County. 


This single concentrated market 
is covered by only one news- 
paper. You can’t begin to do a 
worthwhile selling job without 
the Evening News. 


THE SALEM 
EVENING NEWS 


SALEM, MASS. 


Represented by 
The Julius Mathews Special Agency, Inc. 


Let’s Face it 


Most smaller markets yield a 
greater profit per sale than the 
big markets. That’s because 
there is less waste—practically 
everybody lives in their own 
home. 


The 30,000 people in the Little 
Falls market spent more than 
$29,000,000 last year. How 
many larger markets offer you 
a better opportunity ? 


The Times reaches 75% of the 
homes in the entire market area 
including the prosperous out- 
of-town families in adjacent 
towns who help to boost retail 
sales $647,000 above the city’s 
total income. 


Little Falls Times 


Little Falls, N. Y. 


Represented Nationally by 
The Julius Mathews 
Special Agency, Inc. 


High 
Set 


RETAIL SALES 


(S.M. Forecast for December, 1952) 


City City 

Index Index 

1952 1952 
vs. vs. 


1939 1951 


New Jersey 


Atlantic City . 


%& Camden 
Elizabeth 


% Jersey City- 
Hoboken 


244.8 
316.4 
291.1 


101.1 
106.8 
101.1 


249.7 106.1 


City 
Nat’l 
Index 
1952 
vs. 
1951 


$ 
(Million) 
December 
1952 


11.48 
16.39 
13.77 


30.41 


60,000 Miles For A Story... 


During the election campaign our city editor, the mana- 
ger of our Washington Bureau and the manager of our 
Trenton Bureau, travelled 60,000 miles in 104 days and 


covereu 46 states with both candidates. 


Results 


Jersey newspaper. 


It’s just another reason why our readers feel so close to 
the Herald-News. They know from long experience that 


their own newspaper gives them the best service. 


It’s just another reason why our advertisers get big 


results from their 


THE HERALD-NEwWS 


investments. 


a news coverage unsurpassed by any other New 


OF PASSAIC-CLIFTON, N. J. 


New York General Advertising Office—James J. Todd, Mer. 
45 West 45th Street, New York 36, N. Y.—Columbus 5-5528 


RETAIL SALES 


(S.M. Forecast for December, 19-2 


City 
Index Index 
1952 1952 
vs. vs. 
1939 1951 


City 


New Jersey (cont.) 
Newark 269.1 104.9 

¥* Passaic-Clifton 369.2 106.8 
Paterson .... 271.4 97.7 
Trenton ..... 286.2 104.4 


New Mexico 


City 
Nat’! 
Inde 
195: 

VS. 

195 


108.4 


95.6 


98.6 


99.9 
100.5 
102.8 


100.6 
100.3 


§ 
(Million 
Decembe 

1952 


70.52 
18.09 
19.65 
19.66 


18.75 


6.01 


%& Albuquerque 765.3 114.9 
New York 
w& Albany ...... 320.8 115.8 
% Binghamton .. 280.8 110.1 
% Buffalo ..... 313.9 106.2 
a, ee 362.9 120.1 
% Hempstead 
Township 620.9 116.1 
Jamestown 290.0 102.4 
% New York - 274.2 108.1 
Niagara Falls . 298.4 100.4 
te Rochester ... 263.0 108.7 
WE icccsce 363.5 106.2 
Schenectady 314.0 105.3 
% Syracuse 277.8 107.1 
Mme eneeus 279.6 101.9 
Se seceees 294.5 103.2 
North Carolina 
Asheville 320.7 105.3 
Charlotte 452.4 105.5 
%& Durham ..... 392.7 111.8 
%& Greensboro 545.7 108.8 
& Raleigh ...... 382.1 109.1 
Salisbury 286.3 100.5 
% Wilmington ... 362.3 109.7 
%& Winston-Salem 358.3 107.4 
North Dakota 
eee 280.8 100.7 
Ohio 
: wiweaas 355.5 104.5 
a eer 284.9 101.5 
Cincinnati 274.9 105.9 
w& Cleveland .... 308.7 106.5 
%& Columbus .... 257.7 109.0 
%& Dayton ...... 331.9 108.5 
Mansfield 286.7 104.9 
¥%& Springfield 290.7 106.6 
%& Toledo ...... 311.8 106.3 
i ere 353.5 105.0 
Youngstown . 278.2 102.2 
Oklahoma 
& Bartlesville .. 352.3 114.3 
Muskogee .... 296.3 105.3 
% Oklahoma City 323.7 106.7 
GT cece 388.1 111.5 
eee for full 


population, sales 


Soha oe) 
U Yin, oI 


Buying Power 


SALES MANAGE 


18.75 


6.01 


40.53 
15.70 
66.55 
36.38 
43.12 
37.14 
6.48 
9.39 
13,12 
8.06 
23.34 


3.03 


{T 


—— 


WA: TER SATTLER, 
“ec icentrate”’ 
is verb, too! 


As ., “Wise advertisers 
concentrate on newspapers.” 
Selc om used now, ‘however, 
since the advent of frozen 
juice concentrates, as in 
Snow Crop. But they’re not 
seldom used, Far from it! 


Seems to us we see more 
and more cans of your 
seven fresh-fruit  thirst- 


quenchers moving into home 
refrigerators and freezers 
each week. Could the fact 
that most of your Cincinnati 
advertising is in the Times- 
Star have anything to do 


with it? 


Try these ++), 
459 fast-spending Fie area 


DEC -MBER 1, 


ee eeneeenenessineentennsy 


Ever TOY 
With Figures ° 


eich Woons wai 
Se tel daily by the Call 


rage © 


js xceeds the Rhode, -* 

Ti 

in every 

; i. Reach and — 
a eager prospe 


epresentatives: Gilman, Nicoll _ 
Affiliated: wwon, Wwon-F 
¢° VERS RHODE ISLAND'S PLUS 


1952 


RETAIL SALES 
(S.M. Forecast for December, 1952) 


City 
City City Nat'l 
Index Index Index $ 
1952 1952 1952 (Million) 
vs. vs. vs. December 
1939 1951 1951 1952 
Oregon 
Eugene ..... 456.3 103.8 97.9 8.67 
%& Portland 350.9 110.2 104.0 67.68 
w& Salem ...... 364.3 109.2 103.0 7.76 
Pennsylvania 
Allentown 291.8 103.1 97.3 14.91 
Altoona ..... 258.6 102.2 96.4 8.69 
Bethlehem 404.8 1044 98.5 9.23 
w%& Chester ..... 347.1 112.9 106.5 9.58 
 cascaces 364.0 104.2 98.3 18.49 
% Harrisburg 343.9 109.3 103.1 18.19 
Johnstown .. 231.0 99.4 93.8 8.71 
Lancaster .... 289.1 104.0 98.1 10.84 
% Norristown ... 299.4 106.0 100.0 5.35 
fee 249.0 104.7 98.8 2.54 
Philadelphia 302.4 104.2 98.3 243.65 
%& Pittsburgh 320.3 108.5 102.4 113.51 
Reading ..... 266.0 99.7 94.1 15.32 
Scranton oo Geet 336 F972 15.14 
% Wilkes-Barre .. 252.5 106.4 100.4 11.01 
eer 258.6 100.9 95.2 8.12 
Rhode Island 
Providence 274.2 103.4 97.5 37.98 
Woonsocket 281.3 95.4 90.0 5.71 
South Carolina 
% Charleston’ . 406.2 111.4 105.1 12.43 
% Columbia 441.5 119.4 112.6 15.41 
Greenville ... 388.3 98.5 92.9 10.64 
Spartanburg 481.0 105.6 99.6 9.38 
South Dakota 
% Aberdeen 431.0 106.8 100.8 4.31 
Sioux Falls .. 295.5 100.0 94.3 7.24 
Tennessee 
Chattanooga 311.2 102.7 969 18.27 
Knoxville 329.8 96.1 90.7 18.27 
Memphis 348.7 1015 95.8 49.65 
% Nashville 355.0 107.4 101.3 30.00 
Texas 
% Amarillo ..... 534.3 111.3 105.0 14.80 
we Austin ...... 366.0 106.8 100.8 15.37 
%& Beaumont .... 427.4 109.8 103.6 13.55 
%& Corpus Christi 593.1 120.5 113.7 19.87 
WE scree 423.6 108.5 102.4 76.97 
Hr El Paso ...c- 465.7 108.9 102.7 19.14 
%& Fort Worth 524.1 112.4 106.0 51.20 
Galveston 316.9 105.9 99.9 8.27 
% Houston ..... 444.6 113.5 107.1 90.65 
% Lubbock 638.7 116.0 109.4 14.18 
San Antonio . 463.1 104.4 98.5 50.11 
WE. cacswne 481.5 105.4 99.4 12.52 
% Wichita Falls . 402.4 112.7 106.3 9.94 
Utah 
a en 376.6 1049 99.0 Tate 
Salt Lake City 306.9 104.2 98.3 24.46 


New $12,000,000 
PRR Repair Shop 


Set for the 
Altoona Area! 


Over 1,500 New Families will 
be added to the Altoona area 
payrolls . . . Annual purchasing 
power will be increased by 
more than $5,000,000. 


Is your advertising _—- 
set up to take full advantage 


of the sales opportunities in 
the Altoona market? Are you 
utilizing your advertising bud- 
get to take full advantage of 
the sales power of the Altoona 
Mirror? 


Hltoona 


Mtrror. 


ALTOONA, PA. 
Richard E. Beeler, Adv. Mgr. 


No “8 County 
Greater - 
Philadelphia 
Area” Sales 
Promotion Is 
Complete Unless 
You Include The 
Newspaper 
Thoroughly | 


Covering The 
Norristown 
Area! 


Gimes jerald° 


NORRISTOWN. Z. 


Represented Nationally By 
The Julius Mathews Special 
Agency 


YOU WANT 
MASS RESPONSE 


If you used all of the state 
metropolitan papers that come 


into Rowan County (less than 
300) you might sel a unit or 
two of your product here and 
there, but you would hardly 
know it and neither would your 
dealers. It's been tried over 
and over and it hasn't worked 
yet. 

The ONLY way to sell 
Salisbury-Rowan in profitable 
volume is to use the one 
medium responded to by more 
people than all other mediums 
inside and outside the county 
combined . The Salisbury 
Post. 

1952 BRAND PREFERENCE 


SURVEY (FOODS) now ready. 
Write for your FREE copy.” 


\ 


THE SALISBURY PosT/ 


Sal. sbu/y> Nosth Carolina —~v 


WARD-GRIFFITH COMPANY 
Representatives 


SALES MANAGER 


OPPORTUNITY with old, estab- 
lished bedding manufacturer in 
leading East Coast city. Should be 
thoroughly experienced in furni- 
ture, bedding, or allied field, fa- 
miliar with eastern markets and 
leading department store and fur- 
niture outlets. Man chosen will be 
responsible for establishing sales 
policies, for directing and enlarg- 
ing sales force, and for achieving 
results. Salary: $10,000 plus ex- 
penses and commission. Box 2921. 


The Winston-Salem JOURNAL 
& SENTINEL are the ONLY papers 
completely blanketing an important 
9-county segment of North Carolina. 


The Winston-Salem JOURNAL 
& SENTINEL are the ONLY papers 
in the South offering a Monthly Gro- 
cery Inventory—an ideal test market. 


RETAIL SALES 
(S.M. Forecast for December, 1952) 


City 
City City Nat’l 
Index Index Index $ 
1952 1952 1952 (Million) 
vs. vs. vs. December 
1939 1951 1951 1952 
Vermont 
%& Burlington 274.7 109.8 103.6 4.89 
Rutland ..... 252.1 102.8 97.0 3.05 
Virginia 
Lynchburg 283.0 102.6 96.8 6.34 
% Newport News . 472.9 117.3 110.7 9.41 
we Norfolk ..... 489.8 115.2 108.7 27.82 
%& Portsmouth 485.5 114.8 108.3 8.40 
%& Richmond 316.0 107.1 101.0 35.96 
Roanoke ..... 364.7 103.8 97.9 13.86 
Washington 
& Seattle ...... 320.5 107.0 100.9 70.23 
%& Spokane ..... 300.9 108.0 101.9 20.73 
THOME cecee 321.1 102.1 96.3 18.59 
VaRIme csces 318.8 102.2 96.4 7.65 


RETAIL SALES 
(S.M. Forecast for December, 1952) 


City 
City City Nat'l 
Index Index Index $ 
1952 1952 1952 (Million) 
vs. Vs. vs. December 
1941 1951 1951 1952 
CANADA 
302.9 108.0 100.0 1086.20 
Alberta 
we Calgary ..... 467.0 128.6 119.1 25.22 
% Edmonton 515.1 117.4 108.7 25.65 
British Columbia 
%& Vancouver 389.1 109.8 101.7 58.71 
% Victoria ..... 384.3 109.9 101.8 14.68 
Manitoba 
| *% Winnipeg 335.7 110.4 102.2 47.64 
| New Brunswick 
Saint John 223.7 107.2 99.3 5.75 


RETAIL SALES 
(S.M. Forecast for December, 1°52) 


Cit 
City City Nat 
Index Index Inde $ 
1952 1952 1952 ( Million) 
vs. vs. Vs. December 
1939 1951 195 1952 
West Virginia 
*& Charleston 343.9 111.7 105 15.82 
%& Huntington 322.6 111.3 105 10.58 
Wheeling 277.6 100.8 95 9,30 
Wisconsin 
Appleton 303.6 103.2 97.4 5.10 
Green Bay . 280.5 103.6 97.7 7.77 
%& Madison ..... 273.6 107.4 101.2 12.75 
%& Milwaukee 312.1 106.8 100.5 94,54 
w& Racine ...... 360.4 107.3 101.2 10.20 
Sheboygan 269.1 101.2 95.5 5.14 
Superior ..... 266.9 104.2 98.3 4.11 
Wyoming 
w& Casper ...... 471.3 125.3 118.2 5.75 
%& Cheyenne 358.6 108.2 102.1 5.20 
RETAIL SALES 
(S.M. Forecast for December, 1952) 
City 
City City Nat'l 
Index Index Index $ 
1952 1952 1952 (Million) 
vs. vs. vs. December 
1941 1951 1951 1952 
Nova Scotia 
eer 283.1 103.4 95.7 15.03 
Ontario 
Hamilton 271.1 104.3 96.6 24.51 
eee 274.0 100.2 92.8 11.37 
tw Ottawa ...... 270.6 114.5 106.0 22.92 
%& Toronto ..... 304.2 109.1 101.0: 126.38 
Windsor ..... 245.8 98.0 90.7 13.69 
Quebec 
Montreal 285.6 104.2 96.5 117.08 
Quebec ..... 298.9 103.5 95.8 19.64 
Saskatchewan 
w& Regina ...... 368.5 113.8 105.4 14.52 
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Mey’ ver Transit Company ...... 90 
gy bes ner & Van Riper 
ip Expres: Division Railway Express .... 14 
gy sert W. Orr & Associates 
Force § MOS -ceereceenvervesveeces 33 
ay Bon en D. Carr & Co., Inc 
Altoona Mirror ..ce ese cee ee eee ce cece 117 
American tomatic Typewriter Company 57 
Agency k C. Nahser, Inc. 
Americon <ancer Society .............. 91 
American Legion Magazine ............. 78 
Agency George & Keyes Inc. 
American Safety Razor Corporation .... 70 
Agency. McCann-Erickson, Inc. 
Americon Telephone & Telegraph Classified 71 
Agency: Cunningham & Walsh, Inc 
eet TUNES. se ciscccrrescceostsesessee 33 
Agency Clinton D. Carr & Co., Inc 
TS ee eT ere . 23 
Agency: Hazard Advertising 
Baking Industry .....ccsccecessee-svece 17 
Agency: Torkel Gundel Advertising 
Batten, Barton, Durstine & Osborn ...... 5 
Better Homes & Gardens ............. 72-73 
Agency: Kudner Agency, Inc. 
SS rere 114 
Birmingham Chamber of Commerce ..... 49 
Agency: Sparrow Advertising Agency 
Booth Michigan Newspapers ............ 45 
Agency: Fred M. Randall Company 
Gin Beenie TES ck cect cswccececcs 105 
Agency: The Moss-Chase Company 
Burgoyne Grocery & Drug Index ........ 10 
Agency: Venable Brown Company, Inc. 
The Canton Repository ............ss005 76 
ee ee 11 
Agency: Lewis Edwin Ryan 
Capper Harman Slocum, Inc. ......... 80-31 
Agency: The Buchen Company 
eee 75 
Agency: Patton, Hagerty & Sullivan, Inc. 
Chicago Thrift Etching Corporation ..... 101 
Agency: Lamport, Fox, Prell & Dolk, Inc. 
WD THI cries cscseesecss 4th Cover 
Agency: N. W. Ayer & Son, Inc. 
eel, “THN 6.5.0:6:s:0ccnccnwmesic 117 
Agency: The Chester C. Moreland Company 
Cleveland Plain Dealer .............. 19 
Agency: Lang, Fisher & Stashower, Inc. 
Columbia Broadcasting System Television 
OY SOE acca cavesasececscaaseeese - 
Ie I op eae eh ea oi 6 
Agency: Burke, Dowling, Adams, Inc. 

Dallas Morning News .......-..cceceees 46 
Agency: Randall Perry Advertising 

NONE PUNE, og cs ceccccincesckneews 110 
Agency: W. B. Doner & Company 

Domestic Engineering ...............0. 66-67 
Agency: Simmonds & Simmonds, Inc. 

Emery Air Freight Corporation ........ 101 
Agenc,: J. M. Mathes, Inc. 

Florida Newspaper Group ..........-.. 77 
Agency: Newman, Lynde & Associates, Inc. 

Flying Tiger Limes ........cccccccceces 4 
Agency: Hixon & Jorgensen, Inc. 

Fountaiy & Fast Food ................. - 60 
Agen Media Promotion Organization 

Four W ~- dh lerdal elteh ota a aka Ge mii 89 
Ager .M. Gross Agency 

Oe iain anecinabien .. 119 
Ager “Felt Advertising Inc. 

James ray, I iiss maha dca uiegeraceraiiscaca® 
Agen.y: Hickey, Murphy, St. George, Inc. 

Greent:rg Publisher .............. — 


Agen-y: Getschal Company, Inc. 


DEC: MBER I, 1952 


Greensboro News Record .............. 92 
Agency: Henry J. Kaufman & Associates 

Grit Publishing Company ......... 2nd Cover 
Agency: Lamb & Keen, Inc. 

Haire Publishing Company .............. 97 
Agency: Ben Sackheim, Inc. 

is, EE 6 nea wacupecaiss $s aie 3rd Cover 
Agency: a Company 

The Schuyler Hopper Company .......... 35 

The Houston Chronicle ................. 56 


Agency: Ritchie Advertising Agency 


Industrial Distribution ................. 

Industrial Equipment News ............. 3 
Agency: Laughlin Wilson Baxter & Persons 

Industrial Maintenance ................. 58 


Agency: Walter S. Chittick Company 


Ladies’ Home Journal ..........ceecee> 62-63 
Agency: Doherty, Clifford, Steers & Shenfield, Inc. 

Edward Lamb Enterprises Inc. .......... 40 
Agency: The Yount Company 

ee 116 


Locally Edited Sunday Gravure Magazine 53 
Agency: Zimmer McClaskey, Advertising 


Louisville Courier Journal & Times ...... 48 
Agency: Zimmer McClaskey, Advertising 
F. G. Ludwig Associates ............... 100 


Agency: E. J. Lush, Inc. 


I , hincae tuewaccenweleccars 107 

Julius Mathews Special panennn eeataieromitars 113 

McClatchy Newspapers .............-. 87 
Agency: J. Walter Thompson Company 

eer eee 61 
Agency: Henry J. Kaufman & Associates 

NG IR iscera' Seem eceee see's 114 

MeGCeN Carperetion 2. cccccccccecceces 1 
Agency: Cunningham & Walsh, Inc. 

Minneapolis Star & Tribune ............ 97 
Agency: Batten, Barton, Durstine & Osborn 

Modern Machine Shop ...............+.. 39 
Agency: The S. C. Baer Company 

Movie Advertising Bureau .............. 55 
Agency: Morey, Humm & Johnstone, Inc. 

National Broadcasting Company ween 
ME ééccdwwwaaweteunnwniaaw abn --12-13 
Agency: J. Walter Thompson Company 

National Van Lines ......... versace 48 
Agency: Kane Advertising 

SO I i cmstimcawnna tie cueeueesee 33 
Agency: Clinton D. Carr & Co., Inc. 

Newark News ...........+. $0ee diesen 8 

New Haven Register ...... pavee-eeheers 111 

Norristown Times Herald .............. i117 

Orlando Daily Newspapers ............. 108 

Pacific Northwest Farm Quad ........... 47 
Agency: Richard G. Montgomery & Associates 

Packaging Parade ...-ccccccccccccccese 70 
Agency: The Vanden Company, Inc. 

Paducah Sun Democrat ....ccccccccscces 115 

PE CHNNN SNS. 6 60s oitcecsveecee 116 

Penton Publishing Company ............ 16 
Agency: Beaumont, Heller & Sperling Inc. 

Philadelphia Evening Bulletin ........... 20 
Agency: N. W. Ayer & Son, Inc. 

Pittsfield-Berkshire Evening Eagle ..... 65-115 

Portiand Press Herald-Express ......... 64 

PTD TI 66st 0:60:00 006:8:00-6005:0 59 
Agency: Hal Stebbins, Inc. 

Pramrees Ter FOGRD occ ccccccccccsesccs 103 

Redbook Magazine .............2.5005. 43 
Agency: Ellington & Company, Inc. 

Reeves Soundcraft Corporation ......... 96B 


Agency: Dowd, Redfield & Johnstone. Inc. 


INDEX TO ADVERTISERS 


Remington Rand Inc. .......--+-- acwuhe 69 
Agency: Leeford Advertising 

Sales Management ..........---++e++-0% 109 

St. Louis Post Dispatch ...........+++- 41 
Agency: Gardner Advertising Company 

St. Paul Dispatch Pioneer Press ......... 15 
Agency: Ephraim Holmgren Advertising 

Salem Evening News ........ Daswenewnn 115 

Sats WS ino oc 0 60: 6:50:00:0:0000005:000 101 
Agency: George F. Koehnke, Inc. 

Salisbury Post ....cccccccccscccccc-cce 118 
Agency: The J. Carson Brantley Advertising Agency 

Sawyer's Ime. ..ccccccee. vawasen ae 
Agency: Carvel Nelson & Powell 

Schieffelin & Company ....... ioe Oe 
Agency: Abbott Kimball Company, Inc. 

South Bend Tribune ...cccccccccccccces 93 


Agency: Lamport, Fox, Prell & Dolk, Inc. 
Southern Advertising & Publishing ...... 18 


Stamford Advocate ....... end emewieers 65 

State Teachers Magazines, Inc. ....... 110 
Agency: M Glen Miller Advertising 

I ee 96A 
Agency: Reaumont, Heller & Sperling, Inc. 

SusCweslel TOPE 66 6ccsccscewescvese 79 
Agency: L. E. McGivena & Company 

Sweet's Catalog Service .............. 50-51 
Agency: The Schuyler Hopper Company 

Tacoma News Tribune .............++-- 88 
Agency: The Condon Company 

J. Walter Thompson Company .......... 9 

Thornton Company ......-.cesccceccees 78 
Agency: Soctburn: Siegel Advertising 

WHBF (Moline-Rock Island) ............ 100 
Agency: C, T. Hanson 

WOR (Mutual) (New York City) ......36-37 

Waddell Company .............. wo eels 98 
Agency: Advertising Council, Inc 

David White Company ................ 99 
Agency: Kiau-Van Pietersom-Dunlap Associates 

Winston-Salem Journal & Sentinel ....... 118 
Agency: Bennett Advertising Inc. 

ne ee 117 
Agency: Gordon Schonfarber & Associates 

SALES EXECUTIVE WANTED 
Unusual opportunity for aggressive 


sales executive at home office of well- 
established, 
known midwestern 
hand tools. 


Manufacturer desires to greatly ex- 
pand sales through new tool lines re- 
cently added. Applicant should have 
solid record of achievement and thor- 
ough knowledge of automotive, hard- 
ware, and industrial distribution fields 
—particularly automotive. 

Integrity of products and organiza- 
tion offers right applicant unlimited op- 
portunity. Substantial salary now with 
even larger return if performance so 
warrants. 

Send complete resumé, past experi- 
ence, business connections and other 
information you believe will assist us 
in making our decision. Address Wil- 
liam P. Laughlin, 222 W. Adams S&t., 
Chicago 6, Illinois. 


progressive, nationally- 
manufacturer of 


NEOLITE 
BRIEF BAGS 
The Miracle Material that Out- 
wears ee 2 to ¥ 


RAM ROL 
tags a LOCK, 16” 


shipped pre-paid if check is 
ll — order — Money back 


Baal Now At 
se Low Prices 


Frey" Sales Org., 20 Branford vase Newark, N.J. 
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What did businessmen do before 
they had efficient secretaries to do 


their Christmas shopping for them? 


Orville Reed has been brooding on 
the national debt. He says the sum 
total is some total. 


“Overheard in Congressional cloak- 
’ 99 


room: ‘All we need to fear is fur.’ ’"— 


Imp. 


Bob Rowan, advertising director of 
W. B. Saunders, medical publishers, 
takes me to task for not spotting a 
local seat-cover ad which said: “All 
real plastic. Not a synthetic.” He is 
intrigued by Zippo’s line for its flints: 
“Sure-Fire for Your Lighter.” 


Curtis News-Briefs quotes General 
Electric as saying that, for the first 
time, fluorescent lighting is supplying 
more than half the general lighting 
used in this country. 


Obvious slogan for Dorling Table- 
ware: “My Dorling is darling!” 


‘To admit error candidly, to begin 
over again courageously, to accept 
advice thankfully, to make mistakes 
pay, to apologize when wrong . 
these are painful obligations, but they 
pay when put into practice.’’—Spe- 
cialty Salesman. 


Jim Collins says Los Angeles is 
studying a German monorail-system 
that would whisk people to work at 
210 m.p.h., and asks: Does anybody 
want to go to work that fast? 


Incidentally, L.A.’s Commercial 
Bulletin says the junk that motorists 
throw along California highways is a 
real hazard to life and limb. Jim 
thinks every fellow who puts his 
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BY T. HARRY THOMPSON 


products in cans, bottles, or throw- 
away packages might run this line in 
his advertising: “Don’t throw your 
empties along the roadside.” 


Proctor Irons might tell house- 
wives: “Proctor is no gamble.” 


Wanted: The address of V. M. 
Dragon, who liked our jingle on 
“‘popliteals,” and sent a verse in kind 
supplied by a “cohort.” The mail- 
desk which opened his (or her) letter 
chucked the envelope which may have 
contained an address. I like to thank 
contributors by return mail, and, 
naturally, need their address. 


Time, too, likes a play-on-words. 
Witness: “Terra Infirma,” headline 
on a detail-map of Morocco and 
Algeria. 


General Tire needs no high pres- 
sure to sell its low-pressure “Jumbo 
14.” 


Johnnie Walker whisky has resur- 
rected an old-fashioned saying to plug 
its trademark: “Great Scot.” 


Some TV announcers think it’s 
vell-a-vision! 


When is RCA-Victor going to put 
an apostrophe in “HIS MASTERS 
VOICE” on the Dennis Day show 
where it flashes the Victor dog trade- 
mark? 


o 
Western Union says there’s no 
such thing as “‘a hard man to get to” 
when you send telegrams. 


Testimonial Dep’t: Griffin self- 
polishing liquid wax saved a pair of 
shoes of mine from the trash-can. 


ao 
Angostura Bitters, you might say, 


puts a dash of humor into its little 
ads. 


Shipwreck Kelly, as he ca‘led hip. 
self in the era of wonder ul pop. 
sense, risked his neck over -nd oye; 
again as a flagpole-sitter; 2nd they 
as so often happens, died no: nally 9; 
the sidewalks of New York just like 
any of us. 


VENDING-MACHINE: S:mplified 
selling. 


Good headline by Grey-Rock: “Py 
a stop to uncertain brakes.” 


Memory Lane: The time a bril- 
liant co-worker, Marquis Regan, 
master-minded a consumer-contest for 
National Carbon Co. Mark’s thought 
was that it might turn up a coined 
name to replace the generic name 
“flashlight.” 

The name selected by the Eveready 
people was “Daylo.” Since four con- 
testants had come up with that name, 
postal regulations required that each 
of them be paid the top prize of 
$3,000. (You know the ruling: “In 
case of a tie, etc.’’) 

For some reason, the new name 
“Daylo” never caught on, which 
wasn’t Mark Regan’s fault, of course. 
People continued to say “flashlight” 
in the United States, and “torch” in 
England, as they had for years. It is 
human nature to shy away from the 
new and the untried, to cling to the 
familiar. 

e 


Pullman twists a play-title to make: 
“Berth of a salesman!” 


Slogan for Hazel Bishop Lipstick: 
“TDoesn’t kiss and tell.” 


On the other hand, I don’t suppose 
Bigelow Carpets would like a play 
on an old song: “Just a Bigelow,” 
and that, too, would be understand- 


able. 


Marathon Corporation (‘I :ckag- 
ing that sells,food’’) showed a air ot 
feminine hands reaching for a zroup 
of packaged products, with th ; per 
tinent headline: “She’s the v orld’s 
most impulsive woman.” 


The radio station we like ¢ 
our sales-messages over is the o1 
Response Ability. 


Title for a series of ads: “Fi: estone 
Chats.” 


SALES MANAGE ENT 


